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Yes,  these  designers  and  many  more  create  couturier 
fashions  in  fabrics  made  of  Bemberg’*',  the  Aristocrat  of 
Rayon  Yarn.  Their  famous  collections  feature  such  fabrics 
as  Catoir's  magnificent  Peau  de  Twille,  woven 
entirely  of  Bemberg. 


Designers  value  the  interesting  tex¬ 
tures,  the  look  of  luxury,  and  assurance 
of  quality  that  Bemberg  gives  to  high 
fashion  fabrics.  This  endorsement  by 
famed  fashion  leaders  is  signifi¬ 
cant  of  the  reasons  why  BEMBERG 
MEANS  BUSINESS  with  the  pow¬ 
erful  force  of  FASHION  APPEAL.  ^ 


Aristocrat  ^Rafon  }{im 


*BEMBERG  if  the  r«gister«d  trade-mark  af  the  AMERICAN  BEMBERG  CORPORATION,  261  Fifth  Avenue,  New  York  16,  N.  Y. 
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Arrhiterl'sK  »kotrh  of  today  s  most  forward-look¬ 
ing  hot*"!— the  lo-acre,  18-story  Shamrock  Hotel, 
just  completed  in  llonston.  Texas.  The  Shamrock 
is  hixiirioiisly  designed  for  lM>th  residential  and 
transient  patronage.  Its  decor  features  the  fresh 
use  of  color  and  modern  design. 


In  Houston’s  fabulous  15-acre  Shamrock  Hotel  at  McCarthy  Center. 


Acres  of  Luxurious  Bigelow  Carpets 


"HEN  guests  enter  the  lobby  of 


Bigelow’s  Carpet  Counsel  is  available  for  consultation 
on  carpetitig  problems  which  confront  you  in  your  busi- 


'If 

BIGELOW 

WEAVERS 


they'll  be  taking  the  first  of  many  steps 
on  superb  Bigelow  Carpets. 

All  in  all.  over  36,000  sq.  yds.  of 
deep,  soft  Bigelow  Carpet  spread  lux¬ 
ury  under  foot.  Nine  special  designs,  made  in  suit-the- 
purpose  grades,  were  created  for  this  order.  One  entirely 
new  grade— a  figured  Lokweave  carpet  using  Saxony 
yarn— was  created  for  corridor  carpeting. 

The  entire  installation  was  planned  by  interior  de¬ 
signer  Robert  D.  Harrell,  working  with  the  Bigelow  Car¬ 
pet  Counsel. 

And  so  the  already-famous  Shamrock  joins  the  dis¬ 
tinguished  list  of  hotels,  clubs,  stores  and  corporations 
choosing  Bigelow  Carpets  —  where  prestige 


Our  experts  will  help  you  select  suitable  carpets  from 
the  Bigelow  line,  or  design  and  execute  s|)ecial  orders. 
One  of  the  25  Bigelow  Carpet  Counsel  t)ffices  is  near  you. 


For  the  Shamrm-k  Holel’s  main  lobby  — Bigelow's  Aus¬ 
trian  Loom  Tufted  Carpet  No.  90302-9,  cool  and  shad¬ 
owy,  with  an  attractive  carved  effect. 

In  the  Shamrock  Room  — Bigelow’s  luxurious  and  long- 
wearing  Hartford-Saxony  No.  14372-29,  in  a  bright, 
festive  design. 


In  the  Itridal  Suite- Sonata  No.  2103-9201,  a  carpet  so 
deep  you  could  almost  mow  it. 


and  practicality  must  go  hand  in  hand. 


Bigelow  Rugs  and  Carpets 


Beauty  You  Can  See . . .  Quality  You  Can  Trust . . .  Since  1825 


Octofjer,  1948,  Volume  30.  No.  10.  Issued  monthly  by  the  National  Retail  Dry  Goods  Association,  100  West  31st  Street,  New  York.  $3.00  per  year 
aojblc  to  memliers  of  the  National  Retail  Dry  Goods  Association  only.  Reentered  as  second  class  matter,  March  6,  1947,  at  the  Post  Office  at  New  Vork.  .\.  V..  under 
r  act  of  March  3,  1879. 

Copyright  1948.  National  Retail  Dry  Goods  Association 
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CHECK  YOUR  INVENTORY  OF 
SHEAFFER^S  WRITING  EQUIP¬ 
MENT  AND  BE  READY  FOR 
EVERY  CASH  CUSTOMER. 
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IN  YOUk  TOWN  WILL  SEE  THIS 
SHEAFFER'S  ADVERTISING!  9  OUT 

YOURS 


4»i^ 


OF  10  CUSTOMERS  OF 
WILL  BE  AROUSED  TO  ACTION 
TO  BUY  SHEAFFER’S  RIGHT 
IN  YOUR  STORE  I 


E  IN”  ADVERTISING 

WINDOW  DISPLAY _ 

COUNTER  DISPLAY _ 


CASE  ARRANGEMENT. 

BRIEFING  OF  SALES  STAFF _ 

MAIL  ENCLOSURES _ 


.1  . 


SheaffeicS 


SheafFer  Pen  Company,  Fort  Madison,  lowa-Malton,  Ontario,  Canada 


OCTOBER,  1948 


GOOD  BUSINESS  TO  SAY: 


RAILWAY  EXPRESS  offers  you 
a  complete  transportation  pack¬ 
age.  Around  its  nation-wide 
facilities  is  built  a  convenient, 
economical  shipping  service  in¬ 
cluding  door-to-door  pick-up 
and  delivery  in  all  principal 
cities  and  towns  at  no  extra  cost. 
It  is  designed  to  meet  every  one 
of  your  business  or  personal 
shipping  requirements. 

Your  shipments  are  carried 
swiftly  over  America's  railroads 
and  scheduled  airlines— pVovid- 
ing  an  all-inclusive  service  for  a 
single  charge.  Consistent  im¬ 
provement  in  equipment  and 
methods  is  your  assurance  of  a 
continued,  dependable,  coordi¬ 
nated  shipping  service  to  you, 
your  community  and  the  nation. 
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When  competition  is  keen  for  qualified  retail  store  personnel  .  .  .  when  sales  and  profits 
depend  on  filling  each  job  with  a  person  suited  to  specific  requirements  .  .  .  you  need  a 
t>ersonnel  record  that  contains  ALL  VITAL  INFORMATION  —  FLASHES  KEY  FACTS  about 
each  employee  without  laborious  analysis  of  your  records. 

Here’s  how  spotting  of  special  cases  with  Visible  records  enables  executives  to 
_  improve  employee  morale : 


PROMOTED  {Was  about  to  quit  because  of  dissatisfaction).  In  large, 
busy  stores  individuals  of  outstanding  performance  are  often  overlooked  be¬ 
cause  records  don’t  clearly  reflect  comparative  status  of  employees.  Kardex^ 
Visdtle  records  concentrate  your  attention  on  deviations  from  the  norm-^ 
flag  unmistakably  cases  deserving  recognition. 


TRANSFERRED  (To  job  making  better  use  of  skill).  Even  with  the 
most  careful  personnel  selection,  some  people  just  don’t  fit  into  the  jobs  to 
which  they  are  assigned.  Compact  Kardex  records  contain  description  of 
aptitudes  and  experience  that  can  be  used  to  adjust  such  situations  for  the 
benefit  of  the  individual  and  the  store. 


COUNSELED  (For  absenteeism — saved  from  iiossible  discharge) .  Fail¬ 
ure  to  come  to  work  regularly  is  revealed  immediately  by  colored  signal  on 
the  margin  of  an  employee’s  record.  Analysis  of  reasons  for  the  difficulty  and 
proper  guidance  converted  a  chronic  absentee  into  an  efficient  salesgirl. 


Consult  a  Remington  Rand  representative  at  once :  he  has  avail¬ 
able  scientific  analysis  of  personnel  records  developed  for  and  in 
actual  use  by  prominent  retail  organizations — can  suggest  proven 
methods  for  solving  your  personnel  administration  problems.  Call 
our  office  near  you,  or  write  Retail  Stores  Department,  Systems 
Division,  315  Fourth  Avenue,  New  York  10. 


THE  FIRST  NAME  IN  BUSINESS  SYSTEMS 
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''Limited  Budget"  Electric  Stairway 

at  J.  C  Penney  Co.  in  La  Crosse^  Wisconsin 

first  to  go  into  operation 


August,  1948 — a  significant  and  memor¬ 
able  date  in  vertical  transportation  history. 

On  that  date,  the  first  new  Westing- 
house  “Limited  Budget”  electric  stairway 
installation  went  into  operation  at  the 
J.  C.  Penney  store  in  La  Crosse,  Wisconsin. 

For  months,  we’ve  been  telling  you 
about  this  new  high  quality,  low  cost  elec¬ 
tric  stairway  . . .  about  how  it  brings  the 
sales-buildins  advantages  of  electric  stair- 
ways  within  your  reach. 


Now  .  .  .  we  can  show  you  the  proof 
the  first  installation  to  go  into  operat 
And  there  are  many  others  soon  to 
completed. 


First  to  recognize  the  need  for  a  qui 
stairway  of  this  tjqie,  Westinghoiwi 
also  the  first  to  design,  build  and  ddl 
it .  .  .  and  first  to  complete  its  installMi 


I 


That’s  why  you  can  be  sure ...  if 
Westinghouse. 


r 


Nof*  to  storo  managmmmnt:  Put  the  sales-huilding  Westinghouse 
“Limited  Budget”  Kleetric  Stairway  to  work  in  your  store.  Orders 
placed  now  will  be  ready  for  delivery  and  installation  immediately 
after  your  Christmas  season,  (^all  your  local  estinghouse  office  or 
write  to  the  Meetinghouse  Electric  Corp.,  Elevator  Division,  150 
Pacific  Avenue,  Jersey  City  4,  N.  J. 


Not*  to  orchitocts  and  nnf 

Call  your  local  Westinghouse  ^ 
complete  engineering  data  ainl 
cations  on  tne  new  “Limited 
Electric  Stairway. 


you  CAN  BE  SUKE...IF  IT 
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•  32  INCHES  WIDE 

•  SrOOO  CUSTOMERS  PER  HOUR 

•  SERVES  7,000  SO.  FT 
OF  SELLING  SPACE  ON 
SECOND  FLOOR 

•  enhances  merchandise 
display 

•  ONE  OF  SCORES  BEING 
installed  in  the  U.  S 


/festingh 
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stores 


9 


display  on  parade... 

New  York  in  December  promises  many  things — most 
important,  of  course,  MARKET  WEEK  .  . .  with  Spring 
and  Easter  displays  on  parade!  And  as  always,  the 
inspirational  Christmas  windows  up  and  down  Fifth  Avenue. 


One  hundred  and  twenty-five  N.  A.  D.  I.  members  will 
exhibit,  for  display  directors  and  key  personnel, 
their  latest  creations  for  Spring  and  Easter  selling  . . . 
four  floors  full!  Be  sure  to  attend,  for  it  promises  to  be 
the  greatest  gathering  of  display  in  history. 

Remember,  Deceniber  S  thru  10. 


LETTERS 


THE  USES  OF  RADIO 

From  Walter  L  Dennis: 

In  a  friendly  way,  I’d  like  lo  (onuncni 
on  Ralph  Reiner's  article  on  radio  in  the 
August  issue  of  Stores  ("Why  Radki 
‘Fails’  —  H(»w  It  Succeeds”)  by  mentioning 
•that  1  disagree  with  its  basic  premise  en 
tirely. 

In  Allied  Stores  we  use  radio  advertiv 
ing  as  a  member  of  the  sales  proraotioo 
■’team’’  and  the  primary  purposes  are  to 
attract  trafhc  and  sell  goods.  Only  in 
a  supplementary  capacity  is  the  institu 
tional  value  of  the  medium  considered 
Using  simple,  basic  program  formulas  and 
spot  announcements  in  nearly  40  of  out 
stores  we  use  radio  every  day  to  sell  good' 
and  we  sell  giKtds  in  direct  ratio  to  co«' 
involved  at  what  we  consider  a  successful 
rate.  .\s  a  matter  of  fact  1,  personally,  in 
the  operation  of  my  office  waste  little  or 
no  time  with  any  of  our  people  who  want 
to  use  the  medium  institutioirally.  It  has 
to  pay  off  at  the  ca.sh  register  just  likt 
newspapers,  direct  mail  or  what  have  vnu 
and  in  the  same  or  better  ratio. 

That  we  have  provt*d  our  point  beyond 
any  possibility  of  challenge  is  attested  in 
by  the  overwhelming  recognition  accord 
ed  our  programs  and  our  operational 
methods  by  Imth  the  retailing  and  radio 
industries.  1 

—  Wai.te:r  L.  Dennis 

Radio  &  Television  Director 
.Vllied  -Stores  Corp. 


CHRISTMAS  OR 
COMMERCIALISM? 

From  Ken  Burch: 

joe  Meek’s  article  on  (ffiristmas  decora 
tions  ("Uhristmas  or  Ckrmmercialism?”. 
•Stores.  .August.  19-48),  was  very  well  done 
and  I  know  from  personal  knowledge  thai 
it  sold  two  chambers  on  eliminating  es 
tensive  Christmas  street  detirrating  thi> 
year.  Utica  is  one  and  Rome  is  the  other 
Neither  city  has  any  equipment  to  star 
with  and  both  of  us  feel  the  errst  of  a  foi" 
plete  lighting  job  is  prohibitive  .  .  ■ 
Our  plan  this  year  is  to  call  in  reprt 
'entatises  of  the  restaurants,  auto  dealer' 
milk  men.  inmrance  and  real  estate,  finaii 
cial  institutions,  clergy,  clubs  and  lodg-s 
We  will  tell  them  that  the  merchants  will 
contribute  .S12(K)  to  ,S1500  for  street  deti' 
ra;ions.  a  big  tree  and  rrther  downtown 
features.  What  we  are  asking  them  to  tin 
is  to  arrange  and  finance  Uhi  istmas  p  irtie 
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AS  IN  SHEETS 


Women  who  shop  in  your  store  recognize  the  honest 
value  of  Glolon  and  Warmlon  Blankets  faster  because 
of  the  Pepperell  name— a  name  liked  by  so  many  and 
associated  with  “best  buys”  and  best  quality  in  sheets. 


Warmlon  and  Glolon  Blankets— half  wool,  half  rayon,  woven 
so  that  the  nap  is  %  wool  and  %  the  new  crimped  rayon— 
oflFer  your  customers  a  real  buy  . . .  blankets  of  wonderful 
warmth,  appearance,  and  loft  at  a  down-to-earth  price. 


Widely  acclaimed,  nationally  advertised,  Pepperell  Warmlon 
and  Glolon  Blankets  have  earned  a  feature  role  in  this  year’s  blanket 
promotions.  Are  you  making  the  most  of  it  in  yoiu:  store? 


PEPPERELL  MANUFACTURING  COMPANY,  NEW  YORK  •  BOSTON  •  CHICAGO  •  SAN  FRANCISCO  •  ATLANTA  •  DALLAS 
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tor  under-privileged  children  at  «{ij, 
gifts  will  be  distributed,  line  up  sii^, 
gn>ups  f«>r  the  Yuletide  season  and  % 
gest  other  ways  in  which  the  real  ('.hrf 
mas  spirit  Ire  exemplified  .  .  . 

A  tastefully  decorated  business  sea'f 
is  a  mark  of  a  wide-awake  town,  but  i 
cost  is  going  out  of  sight.  Either  we  m  • 
cut  down  or  get  some  one  to  help  the: 
tailers  tarry  the  load. 

—  Kknnkth  .VI.  Blrch 
Chamber  t)f  Commerce 
Rome,  New  York 

From  R.  J.  Trosper: 

It  may  be  that  in  the  large  cities  v 
can  do  away  with  any  emphasis  on  Sar 
Claus'  arrival  or  city-wide  street  detn: 
tions.  You  (an't  do  it  in  our  town  becau- 
neither  the  merchants  nor  the  public  s 
let  us. 

Even  in  New  York  we  understand  ih 
Gimbel's,  .Macy’s  and  Saks  united  on 
common  decoration  last  year. 

It  appears  to  me  that  the  mistakes  ^ 
have  made  in  Christmas  decorations  . 
the  past  have  been  on  the  side  of  failin|; 
invest  in  a  permanent  or  semi-piriviaiic; 
type  of  decoration.  The  urge  to  be  li 
ferent  or  unusual  each  year  costs  a  prr 
penny.  In  iny  opinion  bells  and  lights  ai 
pretty  tinsel  make  for  beautiful  (ihristii 
decorations  and  it  is  not  necessary  to  n 
a  lot  of  money  into  some  flashy  detoraii 
svhich  costs  a  heap  of  money  anti  will  hai 
ly  last  between  the  brief  period  of  I  haiu 
giving  aiul  Christmas. 

VVe  know  that  Christmas  tUmraiio' | 
Christmas  parades  and  a  promotion  p;  I 
gram  get  people  to  talking  about  ChriJ 
mas  earlier.  We  know  that  a  ^h()p-e3!  I 
campaign  over  the  years  has  gr.ulu.i’  I 
educated  customers  so  that  we  spread  it  1 
business  over  -10  days  instead  of  just  t>J 
fore  Christmas. 

Perhaps  all  of  this  is  commercialism  i 
prttmote  C^hristmas  buying.  So  are  if 
expensive  decorations  used  in  windn- 
and  inside  stores.  S»)  are  the  esp 
sive  newspaper,  radio  and  direct  mail  a' 
vertising  campaigns.  The  same  line 
argument  has  been  leveled  against  d 
promotion  of  Mother’s  Day,  Father's  D' 
and  other  trade  events.  This  would  be 
drab  world  indeed  if  we  went  back  to  d 
principle  of  not  doing  anything  to  cac 
customers  into  wanting  merchandise  ^ 
beauty  or  utility  which  would  make  (<! 
higher  standards  of  living. 

—  R.  G.  Trosper 

Greensboro.  N.  C.  Met 
chants  Assn. 

►  Mr.  Meek  did  not  suggest  eliff 
nating  Christmas  street  dccoiatiof' 
-Ed. 
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The  most 


Hare  you  ever  seen  a  50  cent  piece  grow,  grow,  GROW — 
and  bear  fruk?  Well,  that’s  exactly  what  happens  with 
every  half  dollar  spent  in  yoar  store  for  a  McCall  Pattern 
by  The  Woman  Who  Sews^  It  starts  a  round  of  baying 
that  ends  up  with  a  huge  composite  salescheck  per  pattern 
and  piece  goods  customer.  As  indicated  by  the  sample 
figures  that  follow— and  by  your  own  experience— The 
Woman  Who  Sews  is  a  discriminating,  fashion-conscious 
customer  who  seeks  individuality  and  variety  in  design, 
fabric  and  meerssories: 


jUBaauMlAt  SAGE-ALIEN, 

v  LLirlford,  Conn., 

13j0%  of  fabric  and  pattern 
customers  surveyed  also  buy 
costumm  /enwfry.  19J%  pur- 
ebase  kamdbags. 


mffE3Sm\kt  BON  MAKHE, 

I  Seattle,  Wash., 

3JJ%  of  the  customers  polled 
buy  hefts  for  their  newly- 
made  oatfits,  21.7%  bay 
gfoeeas 


At  MUBt  BtOL  AtF-ALLAZAIUS 

K  Cat,  Chattanoo-  J  A  CO.,  Colum- 

ga,  Tenn_  survey  reveals  that  bus.  Ohio,  35j6%  of  the  home 
39j0%  of  the  piece  goods  and  sewiaa  respondents  said  that 
pattern  customers  buy  hats  they  buy  Wsoct,  123%  buy 
to  complete  their  costumes  girdtas. 

2Sjb%  dips. 

To  be  sure  your  store  profits  by  ths  ‘^swwball”  of  ac¬ 
cessory  purchases,  feature  McCall  Patterns!  By  impartial 
nationwide  survey*,  56.2  percent  of  the  10,000  women 
recently  polled  reported  that  they  pr^er  to  use  McCall 
Patterns! 


All-Printed 

Patterns 


BUILD  STORE  TRAFFIC 


*From  '*The  W'oman  Who  Sets*,”  a  58-page  survey  prepared  in 
cooperation  with  24  representative  department  stores,  which 
analyzes  and  evalaates  the  factors  miactiat  fabric  and  pattern 
selling.  Write  McCall  Corp.,  230  Park  Ave.,  Mem  York  17,  N.  Y., 
for  your  free  copy,  today. 
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Price -Marking  Machine 


NOW — Duplicate  Printed 
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Tickets  from  One 


Monarch 

-  wnoN 

<250 

^5/K  log 

u\ 

100  I 

^  1*IECE  i 


’'4’v 

3  PC  \\  3 

sat  16  ai' 


A1  62  1 
I  716/It\ 

\  550  In 

\  3  PC  I 
\  S»  16  I 


^•98  makes  possible 

^  greater  speed  in  price¬ 
marking  tickets  which  you  want 


Particularly  adapted  for 
READY-TO-WEAR,  HOUSE 


Sixes  and  Styles  off  Tickets 


Tags  and  Labels 


The  speed  and  accuracy  of  the  Automatic  Monarch 
"50”  makes  it  A  Complete  Marking  Room  in  itself! 
The  Monarch  "50”  price-marks  tickets,  tags,  labels 
from  rolls,  counts  and  separates  them  with  exceptional 
speed  and  accuracy  ...  in  one  automatic  motion!  The 
Monarch  "50”  saves  hours  on  runs  .  .  .  requires  less 
handling  .  . .  saves  money!  A  convincing  factor  that  has 
made  the  Monarch  "50”  Price-Marking  Machine  the 
outstanding  choice  of  good  merchants  everywhere! 
Here  are  speed,  versatility  and  control  ...  all  yours! 
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OttiDf  officos  lit:  Atlanta,  ioiton,  Chicaso,  Dallas,  Detroit,  Nt* 
York,  PittsbvTfh,  Son  Francisco,  and  Soatth, 


October,  1! 


STOKES 

October,  1)48 

DIKINS  SI](]nS  HlHI 
IN  Nyfil  MMKiGMeNT 


★  ★★★★★★★ 


1  Lew  Hahn 

^AJOR  NAMM  read  the  letter 
^  *  aloud.  There  were  .'lO  men  sitting 
It  the  broad,  green-covered  table  in 
ilu-  too-slick,  too-lavish  hotel  meeting 
hxHii.  They  all  looked  a  little  lonely, 
llic  Major’s  low  voice  lifted  as 
u-  came  to  the  end:  "rherefore, 

I  would  suggest  that  the  Board  aii- 
ihorize  the  appointment  of  Gordon 
Dakins  as  General  Manager  and  as 
\ssistant  Treasurer.”  It  took  a  min- 
lite;  it  was  unanimously;  the  tlirectors. 
it  the  National  Retail  Dry  Goods  As- 
l  iation  rose  to  their  feet  and  ap- 
ilauded.  .And  still  everyone  looked  a 
iule  lonely. 

This  was  to  have  been  a  great  day, 
tie  day  when  the  crisj>voiced,  likable 
'urdon  Dakins  stepj>ed  into  the  posi- 
itin  for  which  Lew  Hahn  had  been 
;u)oming  him  for  two  years.  In  those 
"()  years  Dakins  had  demonstrated  his 
iilininistiative  ability,  his  talent  for 
leople;  hatl  shown  that  his  staccato 
iiihusiasin  for  a  healthy  job  of  work 
'ever  flagged.  .And  every  hour  of 
very  working  day  he  had  been  learn- 
I's?  from  a  man  whose  achievements 
•t  mind  and  personality  are  famous 
hroughout  the  business  world. 

Lew  Hahn,  who  enjoyed  winning 
eei»gnition  for  the  men  who  worked 


under  him,  had  looked  forward  to  the 
day  when  he  would  present  Ciordon 
Dakins  to  the  directors  and  nominate 
him  as  his  successor.  Now  he  sent  a 
letter.  The  man  who  ignored  fatigue, 
scorned  to  lie  tired,  had  been  struck 
by  sudden  illness.  He  would  be  well 
again;  he  would  resume  his  activities 
as  president  and  policy-making  head 
of  the  .Association;  but  a  sobered  staff 
and  a  sympathetic  board  of  directors 
knew  that  the  day  had  arrived  for 
which  L.  H.  had  been  so  carefidly 
preparing.  The  job  of  running  the 
NRDCi.A  had  been  a  huge  game  to 
l^w  Hahn;  he  had  loved  every  min¬ 
ute  of  it;  but  it  was  a  punishing  game 
and  it  was  time  for  a  younger,  tougher 
man  to  carry  the  ball. 

Gordon  Dakins,  the  ■42-year  old 
Clanadian-born  lawyer  who  steps  into 
this  assignment,  was  appointed  execu¬ 
tive  assistant  to  the  president  of 
NRDG.A  in  |anuary,  1947.  In  their 
unanimous  acceptance  of  Mr.  Hahn’s 
recommendation  that  he  now  move 
into  the  general  manager’s  {X)st.  the 
directors  expressed  their  recognition 
of  his  fast-paced,  accurate  perform¬ 
ance  in  the  lesser  job.  Jay  Runkle, 
chairman  of  the  Board,  siiid;  “I  don’t 
think  there’s  a  better  administrator 
and  organizer  in  the  country.” 

.Major  Namni,  ex-president  of  the 
NRDG.A  and  ex-chairman  of  its  Ex¬ 
ecutive  Committee,  added;  “The 
thing  that  has  impressed  me  most  is 
{Continued  on  page  50) 


★  ★  ★ 


J.  Gordon  Dakins 

The  Directors  of  the  \ RDCwA 
have  conferred  a  great  honor 
upon  me.  /  accept  it  u>ith  grati¬ 
tude,  and  as  a  challenge.  For  30 
years.  Lew  Hahn  has  steadily 
raised  the  very  coticept  of  a 
trade  association  to  ever  higher 
levels  of  service  and  leadership. 
\ever  did  he  accept  the  idea 
that  this  .Association  at  any 
point  in  its  development  had 
reached  its  peak;  nor  do  I  do  so 
now.  The  NRDG.A  has  still 
ahead  of  it  its  fullest  growth  of 
usefulness  to  the  retailers  and 
the  consttmers  of  this  nation.  I 
am  determined  to  see  that  this 
growth  is  accomplished. 

I  know  /  shall  have  the  full 
cooperation  of  m\  associates 
oti  the  staff  of  the  Association, 
and  with  the  guidance  of  the 
Board  of  Directors  and  the  sup¬ 
port  of  the  membership,  I  am 
completeh  confident  that  the 
results  we  all  wajit  will  be 
realized. 

—  J,  Gordon  Dakins 
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Like  all  aggressive  merchandisers.  Gold  &  Co.,  knows  that  38%  of  all  retail  sales  are 
impulse  sales.  Further,  that  free-flow  store  layouts  and  modern  vertical  transportation 
usually  increase  customer  traffic  by  25%  to  30%.  Sales  rise  in  direct  ratio  —  because 
merchandise  fhai  can  be  seen  can  be  sold! 

The  new  and  widely  accepted  OTIS  "32R"  ESCALATOR  —  which  is  capable  of  carrying 
5,000  people  an  hour  —  handles  more  persons  per  dollar  investment  than  any  pre¬ 
vious  moving  stairway.  Its  story  will  amaze  the  owners  of  large  and  small  stores  alike. 
Write  for  Bulletin  B-700-V.  Otis  Elevator  Company,  260  llth  Avenue,  New  York  1,  N.  Y. 


"ESCALATOR"  IS  A  REGISTERED  TRADE 
MARK  OF  THE  OTIS  ELEVATOR  COM¬ 
PANY.  ONLY  OTIS  MAKES  ESCALATORS. 


October, 


A  REVIEW  OF  IDEAS  THAT  CLICKED 


THEIR  WAY  TO  VOLUME  IN  1947 


behalf 


T3  retail  executives,  the 
shortest  month  in  the 
calendar  is  not  February 
-but  October,  when  pre- 
Christmas  planning  hits 
them  with  the  impact  of 
Donder  and  Blitzen.  It 
adds  to  the  urgency  this 
year  that  the  Christmas 
shopping  season,  tradi- 


can  make  the 
H'  Christmas  rush  seem  less 

deadly. 

tv. ^  ^  The  Joseph  Horne 

Company,  Pittsburgh,  ran 
:  a  Christmas  Service  Con- 

",  test  among  employees, 
I  heralded  by  teaser  signs 
I  with  ‘‘$1()()”  printed  in 
I  red  placed  throughout 
I  the  employee  areas  of  the 
I  store.  Subsequent  an- 
I  nouncement  in  the  em- 
I  ployee  magazine  stated 
I  the  contest  rules.  Each 
I  contestant  was  to  submit 
I  five  ideas  for  better  Christ- 
I  mas  service,  deadline  De- 
I  cember  10.  The  best  en- 
I  try  was  to  win  $100.  Oth- 
I  er  winners  were  to  receive 
“  lesser  amounts,  ranging 
^  from  $20  to  $5.  Awards 
1  were  presented  individu- 
•  ally  by  the  general  mana¬ 
ger  and  announcement  ol 
winners  appeared  in  an 
“extra”  edition  of  the 
magazine.  Many  practical  ideas  were 
submitted,  but  the  chief  gain  was  that 
every  employee  became  intensely  ser¬ 
vice-minded  at  the  time  when  service 
counted  most. 

At  The  Emporium,  St.  Paul,  each 
selling  day  of  the  Christmas  shopping 
season  was  inaugurated  by  a  short. 


“LUNCHEON  WITH  SANTA” 
Kresge-N ewark  .  ,  .  Christmas  1947 


success  items  with  re¬ 
orders;  lessened  strain  upon  the  store’s 
'clling  staff,  again  likely  to  fall  short 
of  holiday  requirements;  a  partial 
'olution  to  the  difficult  Christmas 
parking  problem  that  besets 
loinniunities. 

While  putting  the  public  in  a  mood 
lor  buying,  store  managements  are 


keenly  aware  that  Christmas  selling  is 
the  more  difficult  part  of  the  merchan¬ 
dise-moving  job.  The  store  staff  needs 
its  share  of  pep-promotion  to  bolster 
enthusiasm  for  the  long,  hard  pull. 
In  addition  to  the  necessary  straight 
training  of  regular  and  extra  employ¬ 
ees,  a  little  special  planning  in  their 


most 


I 


crisp  |X‘p  talk  delivered  over  the  loud 
speaker  by  some  member  of  the  store 
family.  The  series  was  climaxed  on 
Decern l)er  21  with  a  final  talk  by  the 
presitlent,  carol  singing,  and  the  serv¬ 
ing  of  doughnuts  and  coffee. 

Far  ahead  of  the  selling  staff,  how¬ 
ever,  the  up|x?r  level  employees  hatl 
been  alertcnl.  At  eight  a.m.  one  Octo¬ 
ber  morning,  the  entire  executive 
council  and  merchandisers  of  the  store 
had  met  for  an  Kmj)oiium  family 
breakfast  party,  at  which  they  had 
participated  in  working  out  details  of 
the  over-all  Christmas  plan.  At  this 
event  the  store  president  gave  a  visual 
presentation  of  Christmas  jwtentials 
for  each  department  by  means  of  a 
circular  “pie”  chart.  Further  drama¬ 
tizing  the  idea,  a  huge  silver  “pie” 
was  brought  in,  filled  with  “plums”— 
Christmas  tree  ornaments  to  which 
were  attached  long  red  ribbons.  Each 
merchandiser  “pulled  out  a  plum,” 
his  cue  to  tell  the  others  “what  a  gotnl 
boy  am  I”— by  elaborating  on  his  plan 
for  his  own  department’s  Christmas 
business.  A  well-rounded  and  highly 
successfid  Christmas  promotion  re¬ 
sulted,  proving  that  if  a  store  plans 
well,  “pie  in  the  sky”  does  not  neces¬ 
sarily  have  to  be  “bye  and  bye." 

A  pretty  but  profitable  jxnny  was 
laid  out  by  Wieboldt’s  of  Chicago,  on 
a  series  of  employee  parties  held  after 
hours  to  keep  Christmas  selling  en¬ 
thusiasm  at  top  pitch.  Department 
managers,  as  wxdl  as  selling  and  service 
staff  members,  received  money  prizes 
for  outstanding  accomplishment,  and 
door  prizes  encouraged  general  at¬ 
tendance  from  all  of  the  stores.  Turk¬ 
ey  dinners  w'ere  sersed,  and  there  was 
music  for  dancing. 

Loveman’s,  Birmingham,  Ala.,  de¬ 
voted  an  entire  issue  of  the  employee 
magazine  to  candid  photographs  of 
the  store  in  action  during  the  Christ¬ 
mas  selling  season,  with  short  captions 
mentioning  employees  by  name.  This 
issue,  very  attractive  in  its  plastic  coat¬ 
ed  green  paj>er  cover,  and  bearing  the 
store  president’s  Christmas  greeting  to 
his  co-workers,  made  an  attractive  me¬ 
mento,  and  doubtless  many  Loveman 
employees  have  kept  it  as  such. 

Continuity  Counts 

Each  year,  more  stores  discover  the 
value  of  having  a  story  and  sticking 
{Continued  on  page  20) 
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Stix,  Baer  &  Fuller  hired  and  costumed  four  top-flight  musicians  to  play  I  Out 
and  sing  carols.  On  the  opposite  page,  other  aspects  of  the  SBF  promotion.  I  sticl 


At  Thalhimer's  shopping  night  for  men  only,  the  store  wisely  fed  its  guests  { 
well  to  induce  a  mo^  receptive  to  the  ensuing  fashion  show.  Five  hundred  | 
men  were  on  hand.  Models  moi>ed  about  informally  among  the  guests  answer-  | 
ing  questions  about  the  merchandise  and  winning  rounds  of  spontaruous  | 
applause.  After  the  show  the  men  inspected  gift  displays  throughout  the  store.  | 


Sibley,  Lindsay  &  Curr  achieved  an  authentic  old- 
ivorld  glamor  by  employing  European  artists  to 
create  the  mediaei>al  figures  for  the  store's  main 
floor.  Logotype  sketches  of  the  various  figures  lent 
atmosphere  to  the  ads. 


Sibley,  Lindsay  if  Curr  promoted  the  virtues  of  its  per. 
sonal  shopping  service  for  Christmas  with  this  ad  on 
the  horrors  of  hurried,  last  minute  gift-buying. 


to  it  in  their  Christmas  promotions. 
Without  some  sort  of  unifying  theme 
or  slogan,  a  store’s  plan  tends  to  come 
apart  at  the  seams  from  the  weight  of 
the  detail  that  customers  must  assimi¬ 
late  through  windows,  interior  dis¬ 
plays,  ads,  etc.  The  Christmas  season 
above  all  other  events  presents  a 
wealth  of  inspiration  from  which  to 
choose  the  nuclear  idea  that  will  give 
the  store  a  special  Christmas  identity 
in  the  public  mind. 

The  theme  need  not  be  new;  Christ¬ 
mas  richly  treasures  its  traditions.  For 
example,  the  American  family  Christ¬ 
mas  is  as  old  as  the  founding  of  our 
country,  yet  B.  Altman  &  Co.,  New 
York,  built  an  outstanding  window 
series  around  this  idea,  with  quaint 
papier  mache  figures  in  typical  Ameri¬ 
can  home  settings.  Though  this  was 
merely  one  detail  of  the  Altman  pro¬ 
motion,  any  store  might  well  design 
an  entire  Christmas  plan  around  it, 
carrying  it  right  through  interior  pre¬ 
sentations,  ads,  broadcasts,  and  so  on. 

Unique  and  very  appealing  was  the 
theme  adopted  in  1947  by  Dewees, 
Philadelphia  specialty  store,  which 
built  its  entire  December  promotion 
upon  Raymond  Macdonald  Alden’s 
charming  story,  “Why  The  Chimes 
Rang.”  Simply  interpreted,  the  story 
teaches  that  true  giving  comes  from 
the  heart. 

No  merchandise  was  used  in  the 
three  display  windows,  which  were  de¬ 
voted  to  the  depiction  of  a  miniature 
snowy  landscape  against  a  dafk  blue 
sky  aJid  a  distant  cathedral  in  the 


Marshall  Field  &  Company  unified  its  promotion  around 
Mistletoe,  copyrighted  brainchild  of  the  store,  whose 
pudginess  grcsced  windows,  ads,  and  mailing  pieces. 


center  window.  This  window  con¬ 
tained  also  a  large  scroll  inviting  the 
public  to  come  inside  of  the  store  and 
enjoy  its  presentation  of  the  story.  On 
the  first  floor,  a  frieze  of  15  6'x4'  papier 
mache  panels  molded  in  has  relief  and 
richly  colored,  was  accompanied  by 
large,  hand-lettered  scrolls  giving  the 
continuity  of  the  story.  The  panels 
were  framed  in  garlands  of  pine,  and 
similar  garlands  accented  by  golden 
bells  decorated  the  main  floor.  The 
basic  green  and  gold  color  scheme  was 
repeated  in  all  display  cases.  Decem¬ 
ber’s  direct  mail  enclosure  used  the 
same  theme  and  was  purely  institu¬ 
tional.  Each  newspaper  ad  also  fea¬ 
tured  ink  drawings  of  the  various 


panel  scenes.  This  all-institution 
Christmas  promotion  was  a  niaiko 
departure  from  Philadelphia  trad 
tion;  sales  figures  and  general  publi 
reaction  were  distinctly  favorable. 


Stag  Sessions 

Last  year  a  considerable  number  i 
stores  made  special  arrangements  (i 
men  to  do  their  (Christmas  shoppin  j; 
in  that  coy  male  privacy  withoi 
which  they  seem  unable  to  coikct 


trate  upon  parting  with  their  shekel  s 
Mantlel  Brothers,  Chicago,  aclar^ 


nounced  their  new  “P'or  Men  Onl'j 
Shop— filled  with  beautiful  gifts  (i  j 
everyone  on  your  list,  from  that  cer| 
tain  girl  to  your  maiden  aunt.”  Wit' 
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Pine  garlanded  panels  arui  continuity  scrolls  told  the  story  of  “Why  the  Chimes  Rang"  —  Dewees'  theme  for  last  Christmas. 
Wirwlows  featured  the  setting  for  the  story:  rut  merchandise  was  included.  At  right  below,  one  of  the  interior  panels.  | 


Kresge-N ewark  beliei’es  firmly  in  a  traditional  Santa  Claus.  Here 
he  arrives,  complete  with  jingle  hells  and  team  of  reindeer, 
for  his  visit  to  the  store's  branch  at  Summit,  S.  J. 


ing  Ijcautiful  and  living  to  sell  mer¬ 
chandise;  the  Mustangs  ol  SMU  warm¬ 
ing  up  for  their  bone-crushing  duel 
with  Penn  State  on  New  Year’s  Day 
and  an  evening-long  fashion  show. 

In  Seattle,  Frederick  &:  Nelson  had  a 
live  showing  of  negligees,  furs  and 
evening  wear  put  on  during  a  cock¬ 
tail  hour.  This  was  followed  by  a  dis¬ 
play  of  other  gift  suggestions  arrayeil 
on  tables  in  a  special  room.  .\11  items 
were  available  by  use  of  special  order 
blanks. 

One  of  the  most  ambitious  and  suc¬ 
cessful  endeavors  was  that  of  Thal- 
himer  Brothers,  Richmond.  The  en¬ 
tire  store  was  ojjened  “for  men  only” 
on  the  night  of  December  3,  in  ortler 


a  full  page  ad,  H.  &  S.  Pogue  &  Com¬ 
pany,  Cincinnati,  invited  men  to  shop 
there  on  'Fhanksgiving  eve,  “when 
most  women  will  be  at  home  fussing 
over  turkeys.” 
den  City,  L.  I 


to  stage  a  special  fashion  show’,  gift 
festival,  and  buffet  supper.  Ten  days 
in  advance,  the  store  sent  out  smartly 
designed  RSVP  invitations,  thus  giv¬ 
ing  the  whole  affair  an  aura  of  exclu¬ 
siveness,  and  attracting  a  pre-selected 
tyjje  of  audience.  Guests  began  arriv¬ 
ing  at  5:45,  entering  through  the 
Men’s  Store,  and  walking  through  the 
entire  .Men’s  Furnishings  section  to 
reach  the  check  room.  By  escalator 
they  were  carried  to  the  third  floor, 
the  fashion  floor,  where  a  generous 
buffet  supper  was  served  in  the  store’s 
restaurant  alcove.  Before  and  after 
the  buffet,  the  men  were  encouraged 
to  browse  among  gift  tables  displaying 
(Continued  on  page  72) 
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Franklin  Simon,  Gar- 
,  set  up  a  special  de¬ 
partment  and  cleverly  christened  it 
"VV^ise  .Men  Only  Ba/aar”. 

The  Neiman-Marcus  version  of 
Stag  Night  was  a  typical  Texan  clam¬ 
bake.  Some  of  the  distractions,  de¬ 
signed  to  make  shopping  more  pleas¬ 
ant  for  the  more  than  2,000  men:  A 
cow  that  supplied  Manhattans;  the 
Mayor  of  Dallas  aping  Groucho  Marx 
in  an  attempt  to  wrap  a  blonde  in  the 
new  look;  gift  certificates  disguised  as 
snowballs;  an  aisle-full  of  models  look¬ 


istmoi. 


Ads  and  direct  mail  pieces  tied  in  with  the  theme  in  an  all-institutional  pro¬ 
motion  at  Dewees’  which  marked  a  departure  from  Philadelphia  tradition. 


..ou  con«®\!:i^*» 


^15^1)  Robert  J.  Mayer 

Director  of  Public  Relations,  N'RDGA 


news 


tans.  Hut  I'hc  Fifth  Freedom  was  also 
a  natural  follow-up  to  The  Four  F'ree- 
doms  cam|)aign— a  bond  selling  effort 
which  had  been  so  well  promoted  tlur- 
ing  the  war  years  by  The  Saturday 
Evening  Post. 

In  our  first  contact  with  that  publi¬ 
cation  their  representatives  indicated 
a  strong  desire  to  join  with  us  in  re¬ 
educating  Americans  to  the  .\merican 
System  in  America’s  stores.  They 
pointed  out,  however,  that  the  term, 
“The  Fifth  Freedom,”  was  not  a 
happy  choice,  because  the  public  con¬ 
nected  the  Four  F'reedoms  Campaign 
with  a  “selling”  effort.  They  recom¬ 
mended  a  complete  exploration  of  the 
subject  with  the  end  in  view  of  show¬ 
ing  our  country’s  retail  stores  as  the 
“Crossroatls  of  Plenty,”  where  .\meri- 
ta’s  bounty  is  assembled  from  every 
corner  of  the  lantl  for  the  public’s 
choice. 

C(K)|x-rating  with  the  NRDCA  in 
every  way,  Fhe  Saturday  Evening  Post 
put  at  our  disposal  the  facilities  of  one 
of  the  nation’s  major  advertising 
agencies.  Fhe  association,  that  agen¬ 
cy,  anti  The  Post  have  been  working 
for  four  months  in  devising  a  retail 
campaign  which  is  now  ready  for  your 
inspection,  and  for  your  store  use  in 
February,  1949. 

During  the  final  stages  of  its  prepa¬ 
ration,  the  NRDGA  was  invited  to 
present  its  details  to  the  central  Coun¬ 
cil  of  Retail  Associations  at  a  meeting 
in  W^ashington.  It  was  received  with 
such  enthusiasm  by  representatives  of 
associations  in  every  field  of  retail  en¬ 


deavor  that  the  NRDG.A  decided  tr 
share  the  sponsorship  of  this  worth 
while  effort  with  all  .American  retai 
associations.  Thus, 


arati 

askii 


I’N  a  letter  to  members  of  the 

NRIKi.A  last  year.  Lew  Hahn  asked 
what  over-all  matters  were  consitlereil 
of  vital  importance  to  the  retail  world. 

Over  77  per  cent  of  the  replies 
agreetl  on  one  outstanding  and  urgent 
need— that  of  a  unified,  nationwide, 
retail  public  relations  campaign. 

Fhe  value  of  such  a  program  has 
long  been  recognized  by  the  National 
Retail  Dry  C>iK>ds  .Association,  and  it 
has  been  seeking  the  means  whereby 
the  pidrlic  might  best  be  educateil  to 
the  service  functions  of  our  trade  and 
its  important  contributions  to  the 
.American  way  of  life.  It  can  n-atlily 
be  understootl  that  the  exercise  of 
great  tare  was  netessary  in  selecting 
the  avenues  of  approach  through 
whith  such  an  effort  could  be  success¬ 
fully  promulgated.  No  less  important 
was  the  form  the  campaign  itself 
should  take,  for  on  the  method  and 
means  tle|xiuled  any  projetted  cam¬ 
paign’s  ultimate  success. 

.At  the  very  time  this  sid)ject  was 
being  studied,  Ciordon  Greighton, 
NRIKi.A’s  assistant  general  manager, 
tleliveretl  an  address  in  St.  Paul,  en¬ 
titled,  “The  Fifth  Freedom.”  Not 
only  did  that  talk  receive  considerable 
national  publicity  and  favorable  com¬ 
ment,  but  it  also  planted  in  NRDG.A’s 
Public  Relations  Department  the  seed 
of  the  campaign  we  had  been  seeking. 

Fhe  Fifth  Freedom  was  pictured  by 
Mr.  Greighton  as  the  inherent  free¬ 
dom  of  choice  granted  to  all  Ameri- 


in  Its  present  anc 
final  form,  the  campaign  is  presentei; 
as  “conceived  by  the  National  Retai 
Drv  Cioods  .Association  and 


sponsorei: 

by  Fhe  Retail  .Associations  of  Amen 
ca,”  cooperating  bodies  which  inclucit 
over  53  national  state  and  local  retai 
trade  groups. 

Shown  on  these  pages  is  a  rough 
sketch  of  the  spread  which  will  ap|)eai 
in  four  colors  in  the  February  19th 
issue  of  the  Saturday  Evening  Post 
which  reaches  the  news  stands  Febru 
ary  Kith.  In  its  finished  forin  thi; 
spread  will  have  art  work  by  Dougla? 
Grotkwell  showing  a  typical  Ameri' 
can  family  visibly  excited  at  some 
thing  they  see  in  a  store  window. 
What  they  see,  and  in  what  kind  o( 
store  is  not  identified.  It  could  k 
your  store— in  your  town!  .Accon- 
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in  the  issue  ot  February  26.  As  the 
campaign  approaches,  the  shield  will 
be  incorporated  in  Saturday  Evening 
Post  advertisements  appearing  in 
newspapers  and  periodicals  from  coast 
to  coast. 

One  minute  radio  transcriptions  for 
use  on  local  stations  are  now  in  prep¬ 
aration.  They  too  are  yours  for  the 
asking. 

A  broad  national  publicity  cam¬ 
paign  in  both  press  and  radio  will  be 
set  in  motion  by  the  National  Retail 
Dry  Goods  Association  in  cooperation 
with  the  groups  joining  in  this  effort, 
rhis  publicity  drive  is  scheduled  to 
l)reak  Octoljer  18,  and  will  gain  in 


iiitcns/^y  up  to  and  through  the  weeks 
that  the  Saturday  Evening  Post  ad¬ 
vertisements  apf>ear.  It  will  certainly 
mean  that  through  the  medium  of  the 
press  and  radio,  the  attention  of  the 
public  will  be  focused  on  the  retail 
stores  of  America  during  the  cam¬ 
paign. 

A  handsome  color  brochure  giving 
full  details  of  this  great  public  rela¬ 
tions  effort  has  been  prepared  by  The 
Saturday  Evening  Post  in  conjunction 
with  the  NRDGA.  Among  the  mater¬ 
ial  included  are  suggested  newspa{x;i 
advertisements  and  window  and  coun¬ 
ter  displays  which  have  been  designed 
by  retail  experts  for  your  guidance. 


The  book  includes  an  order  blank  for 
complete  campaign  material.  The 
NRDGA  has  also  issued  its  own  book¬ 
let  describing  methods  of  store  and 
community  participation.  This  litera¬ 
ture  is  now  in  your  store  or  on  its  way 
to  you.  It  gives  you  complete  informa¬ 
tion,  suggestions,  and  dates,  and 
should  prove  a  source  of  infinite  aid 
in  planning  the  manner  in  which  your 
store  can  best  participate. 

This  is  your  campaign.  With  your 
cooperation  it  can  be  the  greatest  uni¬ 
fied  effort  in  the  history  of  our  coun¬ 
try.  It  is  the  campaign  for  which  you 
have  asked.  Its  success  depends  on 
you! 
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Lionel  W.  Bevan 
President,  The  Fair,  Fort  Worth 


ne^v  second  and  third  Boors  of 
The  Fair,  Fort  Worth,  have  been 


completed  after  more  than  two  years 
of  study,  design  and  construction 
work.  The  floors  have  been  designed, 
by  Raymond  Loewy  Associates,  as  a 
unit  to  take  care  of  all  feminine  ap¬ 
parel  needs. 

The  basic  plan  of  both  floors  is  the 
reshaping  of  the  selling  area  from  the 
rectangular  shape  of  the  building  to 


a  giant,  pie-shap)ed  wedge  which  fans 
out  from  the  facade  of  five  elevators 
located  on  one  w'all.  Standing  in  front 
of  the  elevators  it  is  possible  to  see 
into  every  department  on  the  floor. 

Coordinated  departmental  merchan¬ 
dising  is  the  key  to  the  redesigning 
project,  which,  when  the  fourth  floor 
of  the  building  is  completed,  will  have 
cost  approximately  $500,000.  Each  de¬ 
partment  flows  into  an  adjoining  sec¬ 
tion  of  related  merchandise,  without 
any  hard  and  fast  divisions  being  ap¬ 
parent  to  the  customer. 

Stock  areas  have  been  placed  imme¬ 
diately  adjacent  to  the  selling  areas, 
and  salespeople  are  at  the  very  mini¬ 
mum  distance  from  stock  in  any  sell¬ 
ing  area.  On  the  second  floor  a  truck 
ing  aisle  extends  from  one  end  of  the 
store  to  the  other  in  back  of  the 
plaster  wall.  This  eliminates  move¬ 
ment  of  any  merchandise  across  the 
selling  areas,  either  to  or  from  stock. 
This  space  would  have  been  unusable 
for  selling,  since  the  larger  part  of  it 
runs  under  an  air  conditioning  duct 
placed  too  low  to  allow  the  building 
of  a  false  ceiling. 

The  new  floors  are  beautiful  beyond 


most  conceptions  of  department : 
design.  Mural  decorations  were  d 
by  James  Pattan.  In  the  Grey  R 
the  Fur  Salon  and  the  Shoe  and  Mi 
nery  Departments,  there  are  spe 
designed  and  cast  plaster  dra 
sconces  and  mirror  reliefs.  In  the 
Room  is  an  enormous  crystal  cha 
Her  designed  especially  for  The  F 
It  is  placed  in  front  of  a  ten  foot  wi 
four-screened,  gold  veined  anti 
mirror.  Flame  colored  lamps  bum  m 
the  chandelier.  General  lighting  og 
both  floors  is  from  completely  recessed 
fixtures  in  the  ceiling  and  the  newest 
type  diffused  lens  lamps  are  used  in 
many  sections. 

A  new  audible  paging  system  was 
ilesigned  and  engineered  for  these 
floors  by  A.  A.  Lilly,  assistant  superin 
tendent  of  the  store.  The  system  has 
multiple  speakers  placed  in  close  prox  j 
imity  so  that  the  sound  is  maintained 
at  the  lowest  intensity  and  is  still  dis 
tinctly  audible  in  every  portion  of  the 
floor. 

The  public  showing  of  the  two  nevs 
floors  last  month  coincided  with  the 
18th  anniversary  of  The  Fair’s  ocoi 
pation  of  its  present  quarters. 
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The  Grey  Room,  in  which  the  store's  most  distinguished  fashions 
are  presented.  The  plaster  walls  are  painted  a  deep  grey,  and 
the  floor  is  covered  with  an  especially  ^signed  handmeuie  carpet 
in  grey-lavender.  Ceiling  is  light  pink.  Reflected  in  the  antique 
mirror  is  an  enormous  crystal  chandelier.  Across  the  display  plat¬ 
form  at  the  back  are  pink  simulated  drapes  cast  in  plaster. 
Plaster  cherubs  hold  flame-shaped  light  bulbs. 


The  Coat  and  Suit  department,  done  in  shades  of  green, 
accent  chairs  of  black  lacquer  upholstered  in  Chinese  red  bt 
cade.  In  an  impressive  setting  framed  by  14-feet  tall  windr 
draped  in  white  ninon  and  green  satin  hangs  an  oil  painting 
Lionel  Bevan,  painted  by  Josef  de  Sigall  and  presented  to 
Bevan  by  the  store’s  employees  in  I94u.  At  the  other  end  oftf 
room  a  large  framed  doorway  leads  into  the  Fur  Salon 
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Layout  shows  how  customer  service  is  speeded  by 
locating  stock  areas  close  to  selling.  Stock  rooms  have 
aisles  30  inches  wide  or  wider.  Wall  panels  fronting 
on  the  fitting  room  aisles  are  removable  simply  by 
taking  out  a  few  screws,  and  space  is  made  available 
for  moving  large  pieces  of  furniture  or  display  equip, 
merit  when  the  occasion  arises. 


Above,  left:  Massive  mirrored  columns  are  surrourui- 
ed  by  low,  carpet-covered  display  platforms.  Mirrors 
are  of  antique  gold-veined  material.  Each  face  of  the 
column  consists  of  a  mirror  four  feet  wide  and  almost 
14  feet  tall,  made  in  California  in  one  piece. 

Above,  right:  The  Sportswear  Department  has  a  mod- 
em  egg-crate  ceiling,  above  which  are  suspended  flu¬ 
orescent  lights.  Walls  are  covered  with  random  tvidth 
wooden  shingles  painted  in  a  light  grey. 

Below,  left:  The  Pattern  Department  in  the  rear  of 
the  Fabric  Department,  is  flooded  with  brilliant  light 
from  fixtures  hung  above  the  suspended  egg-crate 
ceiling.  Pattern  books  are  held  at  the  proper  angle 
by  especially  constructed  tables. 

Below,  right:  In  the  Fabric  Department,  especially 
designed  vertical  wall  fixtures  hold  rolls  of  fabric  in 
a  convenient  and  accessible  arrangement.  This  is  the 
first  installation  of  this  fixture.  Also  especially  de¬ 
signed  are  the  tables  arul  racks  which  hold  bolt  and 
rolled  fabrics.  For  ease  in  matching  colors  by  day¬ 
light  one  whole  wall  of  the  department  is  made  up  of 
panes  of  louver  ex  glass. 
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THE  AOfRCHANDISE  M AN’Il 
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i^NCE  there  was  a  Merchandise  Manager  in  a  large 
store  who  was  Not  exceedingly  Popular.  That  Wor¬ 


ried  him  just  a  little  because  he  had  always  Understood 
that  Buyers  and  Manufacturers  alike  always  Loved  the 
Merchandise  Man.  His  Worry,  however,  was  Not  sufiS- 
cient  to  cause  him  to  send  back  to  the  Kitchen  any  part 
of  the-  Dollar-seventy-five  Blue  Plate  at  the  Nonpareil 
Cafe,  where  he  went  for  Luncheon.  This  Merchandise 
Man  had  a  large  reserve  stock  of  Self-confidence.  He  be¬ 
came  Merchandise  Manager  because  he  had  been  a  Suc¬ 
cessful  Buyer  and  he  knew  Most  of  the  Tricks  which 
Buyers  can  practice.  That  made  him  Invaluable  in  deal¬ 
ing  with  Buyers. 

He  never  knew  that  one  element  in  his  Unpopularity 
was  his  Habit  of  always  Betting  against  the  Buyer.  When 
a  Buyer  came  to  him  Brimming  with  Enthusiasm  over 
some  Promotion  he  was  sure  would  be  a  Knock-out,  the 
Merchandise  Man  never  allowed  himself  to  Join  in  that 
Blood  Pressure  Lifting  emotion.  He  never  Came  Right 
Out  and  said  —  “No,  you  can't  do  that”,  and  he  never 
said  —  “Gee,  that’s  swell!  WeTl  put  that  one  over  like  a 
B-29  on  a  Mission!”  Instead,  his  Attitude  was  likely  to 
be  —  “Well,  you  Think  you  can  make  it  go,  so  Try  it,  but 
don’t  be  Surprised  if  you  end  up  in  the  Garbage  Can.” 
In  that  way,  he  was  always  on  the  Safe  side.  If  the  Pro¬ 
motion  Flopped,  it  was  the  buyer’s  Fault.  If  it  Crowded 
the  aisles  with  Folks  who  hadn't  been  in  the  Shop  for  ten 
years,  the  Merchandise  Man  could  quickly  Associate  him¬ 
self  with  the  Buyer’s  idea  and  claim  most  of  the  Credit. 
Buyers  loved  that  the  way  Commies  love  investigations 
by  Congress. 

When  a  Buyer  went  to  Market  confident  of  an  ample 
Open  to  Buy  and  placed  orders  for  goods  she  Just  Had 
to  Have,  only  to  get  back  to  the  Store  and  find  the  Mer¬ 
chandise  Man  had  changed  his  mind  and  refused  to  Con¬ 
firm,  that  caused  the  Buyer  to  lose  face  with  the  manu¬ 
facturer  and  with  herself.  That  sort  of  thing  did  not  add 
to  the  Popularity  of  the  Merchandise  Man  among  the 
Store’s  Resources. 

The  Merchandise  Man  had  Started  his  Career  just  be¬ 
fore  the  last  great  World  Unpleasantness.  The  shortage 
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of  Merchandise  and  the  tremendous  lift  in  Purchasing 
Power  had  brought  the  Public  crowding  into  the  store 
and  each  night  the  Tallies  showed  Sales  breaking  all 
previous  records.  As  a  result  the  Merchandise  Man  could 
show  Actual  Proof  of  the  great  Improvement  in  Volume, 
and  Cross  Margin,  which  had  taken  place  under  his 
Management.  It  was  a  Great  Achievement !  Not  even  old 
Mr.  Smedley,  the  Senior  Partner,  who  had  been  fifty 
years  in  the  store,  ever  had  seen  such  results.  At  last  the 
store  had  a  Real  Merchandiser. 

The  Merchandise  Man  had  a  good  Contract  and  his 
Income  made  even  the  boys  in  the  Bureau  of  Internal 
Revenue  blink.  No  wonder  he  Thought  quite  well  of  him¬ 
self  and  found  it  hard  to  Keep  the  Secret.  Before  his 
Great  Success  he  never  had  been  a  Drinking  Man.  An 
occasional  cocktail  before  dinner  was  about  his  Speed. 
When,  however,  a  Man  realizes  that  Only  a  Few  Hundred 
people  know  How  Big  a  Success  he  is,  the  desire  to  share 
that  fact  with  as  many  others  as  possible  is  Likely  to 
lead  him  where  he  can  meet  folks  and  pass  on  the 
World-shaking  knowledge.  It  was  that  way  with  Our 
Hero.  He  became  a  regular  Frequenter  of  the  hest  Cock¬ 
tail  Lounges  in  town.  The  Sound-producing  Potentiali¬ 
ties  of  a  few  rounds  of  Cocktails  in  a  crowded  room  were 
something  to  daunt  a  less  determined  character  with  a 
story  to  tell,  but  in  this  case  the  only  result  was  to  cause 
him  to  turn  up  the  Volume.  No  one  objected  to  his  Little 
Journey  to  the  Home  of  the  Great  because  nobody  was 
Listening.  As  is  the  invariable  etiquette  of  such  occa¬ 
sions,  Everyone  was  talking  at  once. 

The  training  in  Vocal  Expression  our  Merchandise 
Manager  received  in  the  Cocktail  rooms  was  not  with¬ 
out  its  effect  upon  his  Speech  during  business  hours. 
Practice  had  strengthened  his  vocal  cords  at  the  same 
time  that  Liquor  was  putting  a  husky  Rasp  in  his  voice. 
Thus,  in  the  Store,  when  he  Spoke  to  a  Buyer,  what  he 
said  could  be  heard  on  the  floors  above  and  carried 
through  his  open  window  to  the  Store’s  Competitors 
across  the  street.  This  was  all  that  was  needed  to  put 
the  Crowning  touch  on  a  beautiful  edifice  of  Un¬ 
popularity. 


Moreover,  everybody  but  the  Members  of  the  Firm  by 
this  time  were  on  to  him.  Many  were  Shocked  at  seeing 
a  Promising  Merchandiser  degenerate  into  a  Loud- 
Mouthed  Boastful  Egotist.  Wherever  he  happened  to 
be;  no  matter  who  were  present  and  regardless  of  the 
Topic  of  Discussion,  he  would  Sound  Off  about  the 
Money  he  had  Earned  last  year.  He  varied  this  by  loud¬ 
ly  Proclaiming  the  Methods  by  which  he  had  grasped 
Success  and  the  Wonderful  Things  he  would  Show  the 
Cock-eyed  World  in  the  current  year.  Sensible  people 
found  him  a  monumental  Bore  and,  more  and  more, 
those  who  were  worthwhile  avoided  him.  This  relegated 
him  to  the  society  of  those  who  were  Awed  by  a  man  of 
such  Importance  and  Toadied  to  him  for  the  drinks  he 
bought.  Under  this  Treatment  his  Malady  progressed 
swiftly. 

All  the  while  Sales  were  still  Going  Ahead.  On  the 
Firm’s  records  he  was  a  Great  Success.  Old  Mr.  Smedley 
found  it  Comfortable  to  choose  the  Windward  side  when 
he  talked  to  him,  but  the  Old  Gentleman  was  Loyal  to 
any  Executive  doing  a  Good  Job.  He  reminded  himself 
of  the  statement  credited  to  Lincoln,  when  someone  said 
Grant  was  Drinking  too  much :  —  “Find  out  what  Whis¬ 
key  Grant  drinks,  so  we  can  send  it  to  our  Other 
Generals.” 

In  the  affairs  of  men.  Change  is  Inevitable.  The  post¬ 
war  Fever  of  Buying  had  Slackened.  The  Politicians  had 
made  an  Issue  of  High  Prices.  On  every  hand,  the  Public 
was  being  Lashed  into  Resentment  over  the  Price  Level 
caused  by  the  War.  Dollar  volume  halted,  edged  ahead 
slightly,  fell  off  again,  and  then  Nose-dived  after  the 
Decline  in  Unit  Sales  which,  months  before,  should  have 
been  a  Warning  to  a  Merchandise  Man  with  Clear  Eyes 
and  a  Level  Head.  Congress  had  Tinkered  with  the 
Economic  Machine.  Banks  were  still  Lending  but  the 
would-be  Borrower  had  to  present  Seventeen  Reliable 
Witnesses  to  swear  he  did  not  Need  the  Money,  in  order 
to  get  a  loan  approved. 

The  Store’s  stocks  were  not  too  greatly  up  on  an  over¬ 
all  basis,  but  the  Control  of  Buyers  which  originally  had 
been  directed  with  some  Intelligence  had  degenerated 
with  the  Merchandise  Man  until  it  had  become  largely 
a  matter  of  Whim.  The  Buyer  who  struck  him  for  a  Con¬ 
firmation  at  a  time  when  he  was  Sour-balled  got  a  Loud 
and  Abusive  rejection,  but  the  one  who  played  up  to 
his  Conceit  at  just  the  right  moment  came  away  in 
Triumph.  This  led  to  badly  Unbalanced  Inventories  and 
a  lot  of  Crazy  Commitments  at  just  the  Wrong  Time. 

The  Store  survived.  The  Swell  Profits  of  several  pre¬ 
ceding  years  went  down  the  Drain,  but  old  Mr.  Smedley 
planted  his  feet  firmly  and  Took  It.  Really  he  was  too 
Old  for  such  messes,  but  his  Long  Experience  came  into 
Play  and  he  saw  the  thing  through.  The  Merchandise 
Manager?  He  took  what  was  left  of  his  Fabulous  Earn¬ 
ings  and  bought  a  Farm.  When  he  calls  the  Hogs  his 
Voice  carries  for  Several  Miles.  He  is  planning  to  Buy 
a  Store  of  his  own  when  we  get  into  the  Next  War. 

5^  MORAL 

Success  Makes  Many  a  Genius  By  Giving  him  Credit 
for  W^hat  he  Couldn’t  Help. 
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ff  1  ’D  LOVE  to  have  a  little  shop  of 
my  own  .  .  Yes,  I  said  it  too, 
and  what’s  more  I’ve  got  it,  and  it’s 
everything  I  hoped  for  but  sometimes 
—sometimes,  I  wonder  ...  I  do  all  the 
buying  and  the  advertising,  a  good 
part  of  the  selling,  keep  the  books, 
make  adjustments,  sometimes  sweep 
out  and  clean  the  windows.  Yes,  I  get 
to  go  to  market  too— Chicago,  St. 
Louis,  Dallas  and  New  York.  I  love 
it— it  gets  in  your  blood.  But,  on  the 
other  hand  .  .  . 

It’s  a  dull  November  Sunday,  and 
we  drive  1 7  miles  to  the  nearest  B  &  O 
station  for  me  to  board  the  train  to 
New  York.  (I  did  have  plane  reserva¬ 
tions,  but  there  were  a  couple  of  ac¬ 
cidents  last  week,  and  my  husband  has 
become  authoritative  and  insists  1  go 
by  train.  It’s  only  four  and  a  half 
hours  by  plane,  and  it’s  24  by  train, 
but  we  have  to  keep  peace  in  the 
family  .  .  .)  My  husband  gives  me  a 
quick  little  peck  on  the  cheek  and 
says,  “Don’t  smoke  too  much,  don’t 
drink,  don’t  talk  to  strangers,  don’t  go 
out  to  dinner  with  salesmen,  hold  on 
to  your  purse,  and  have  a  good  time.” 
Could  you?  Could  anyone?  He  adds, 
“You’ll  get  something  better  than  that 
uppter  when  you  get  on  the  train.” 

I  do.  I  get  a  lower  to  Washington. 
At  six  o’clock  in  the  morning  1 
struggle  awake,  and  trudge  sleepily 
through  the  train  back  to  the  parlor 
car  in  order  to  ride  to  Jersey  City. 
Here  I  am  transferred  to  a  bus  which 
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The  Smart  Shop,  Centralia,  III. 


is  ferried  across  the  Hudson.  The  bus 
takes  me  to  the  Hotel  New  Yorker, 
but  it  stops  on  the  wrong  side  of  the 
street.  I  have  two  bags  to  carry  ami 
my  purse  and  a  portfolio,  anti  so  1 
wave  frantically  across  the  street  to  the 
hotel  doorman.  He  thinks,  no  doubt, 
that  I  am  an  old  friend,  and  cheerfully 
waves  back  at  me.  Finally  I  get  some 
kind  of  grip  on  all  the  luggage  and 
half-carry,  half-drag  it  across  Eighth 
Avenue  while  policemen  and  motor¬ 
ists  tear  their  hair  and  scream  at  me. 

.At  last  I  am  safe  inside  the  doors  of 
the  New  Yorker.  Clutching  my  con¬ 
firmed  reservation  in  my  hand,  I  go 
to  the  desk.  There,  after  a  20  minute 
wait,  1  am  informed  that  my  room  will 
not  be  available  until  five  o’clock.  I 
check  my  bags  and  head  for  Seventh 
Avenue  to  keep  my  first  appointment. 
People  are  trying  to  go  in  all  direc¬ 
tions  at  the  same  time,  as  far  as  I  can 
see,  and  those  little  carts  filled  w'ith 
racks  of  dresses,  coats  and  furs  are  be¬ 
ing  madly  projjelled  by  somebody  al¬ 
though  you  never  can  see  anyone  be¬ 
hind  them.  It’s  bad  unless  it  is  rain¬ 
ing,  and  then  it  is  worse— umbrellas 
keep  jabbing  you. 

I  arrive  late  at  498.  The  showroom 
is  crowded,  the  models  are  swaying 
back  and  forth,  there  is  a  hushed  at¬ 
mosphere.  I  feel  exactly  as  if  I’d  come 
late  for  a  grandmother’s  funeral.  I 
am  motioned  to  a  chair  in  the  corner, 
and  a  tall  New  York-ish  looking  girl 
swishes  over  and  supplies  me  with  a 


H*  j 

pad  and  fiencil.  The  line,  I  think 
myself,  is  beautiful.  On  the  other  tv 
hand,  those  willowy  models,  tinv  | 
waists,  no  hips,  would  look  lieautiful 
in  anything  (sometimes  think  the\Korf^ 
would  be  downright  skinny  in  noth 
ing).  At  first  I  am  excited,  and  1  think  o 
1  could  use  a  dozen  of  this  number- 
and  that.  But  after  about  an  hour  1 
begin  to  consider  my  dull  past  and  the 
women  back  home.  Most  of  them  are  I 
good  sized  gals.  How  will  they  ever  get 
into  those  things?  I  consult  my  order  I 
book  and  out  of  the  dozens  of  names  t' 
written  there  I  can  think  of  only  one  F 
person  who  could  wear  this  kind  oi  y 
thing.  But  I  can’t  buy  the  whole  line 
for  the  doctor’s  wife— what’ll  I  ever  do  I 
with  them?  On  the  other  hand  it’s  a  c 
highly  advertised  line,  and  maybe  I’m  a 
just  tired  from  my  trip.  The  show  is  g 
over,  buyers  are  milling  around  the  t 
salesmen— you  have  to  make  appoint  t 
ments  to  write  the  orders  now.  The 
salesman  I  know  says,  “Could  you 
come  in  tomorrow  morning  about  |  s 
eight?”  (He’ll  be  busy  with  Neiman  s 
Marcus  buyers  the  rest  of  the  day.)  I 
Well,  I’ll  be  glad  to;  this  gives  me  time  i 
to  worry  about  things  for  the  rest  oi  i 
the  night.  i  ' 

Now  it’s  four  o’clock,  and  if  1  hurry  i 
I  can  get  up  to  530  and  see  the  David¬ 
son  line,  or  at  least  a  part  of  it.  Thb 
showroom  is  jammed  too— such  smart 
ly  dressed  buyers.  They  must  all  be 
from  Marshall  Field’s,  Saks  Fifth  or- 
Neiman  Marcus.  They  show  no  sigm  i 
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of  confusion;  they  all  wear  that 
superior,  “I  know  just  what  I’m  do¬ 
ing”  look.  I  remind  myself  to  try  and 
look  the  same.  Now  about  these  suits. 

I  begin  to  feel  better.  They’ve  good 
lines;  they’re  not  too  dressy;  those 
English  tweeds  will  sell  in  a  small 
town.  Oh,  I  can  use  them.  But  the 
prices  are  practically  double  last 
year’s.  Well,  I’ll  only  buy  half  as 
many.  But  what’s  the  good  of  that? 
If  the  customer  can’t  afford  them,  she 
can’t  afford  them;  after  all  she  buys 
a  whole  suit,  not  just  the  jacket.  I 
glance  at  the  order  pad  of  the  woman 
next  to  me.  She’s  taking  a  dozen  of 
that  number.  I  look  to  the  other  side. 
Two  men  are  shaking  their  heads— 
“That  number  won’t  sell  at  all,”  they 
say.  What’ll  I  do?  Get  a  grip  on  your¬ 
self,  silly,  you’ve  bought  what  you 
liked  for  years  regardless  of  price  or 
anything  else.  And  for  goodness  sake 
remember  never  to  look  to  right  or 
left  in  a  showroom. 

Back  in  the  hotel  now,  dressing  for 
the  Fashion  Forum  Dinner.  Should  I 
have  taken  three  of  the  two  piece  style 
and  only  two  of  the  three  piece?  I 
keep  saying  to  myself,  “Relax  and 
hurry.” 

The  fashion  show  is  good,  the  cock¬ 


tails  are  better.  I  get  to  bed  a  little 
after  midnight,  thinking,  “I  should 
have  called  home  to  see  how  things  are 
going.”  But  if  the  business  is  bad  I’d 
worry,  and  if  it’s  good  I’d  get  over¬ 
confident  and  buy  too  much. 

So  it  goes  the  next  day  and  the  next. 
There  are  some  pleasant  interludes, 
like  the  visit  at  Ellenstein’s  showroom. 
Here  they  don’t  try  to  impress  me  or 
depress  me  and  if  I  say  I  don’t  like 
one  of  their  numbers  they  never,  nevei 
inform  me  that  Neiman  Marcus  just 
bought  ten  dozen  of  it. 

After  the  third  day  in  the  market 
I  quit  counting  the  money  I’ve  spent— 
at  this  point  it  wouldn’t  make  any  dif¬ 
ference  anyway.  After  five  days  1  am 
deeply  and  gloomily  satisfied  that  I’ve 
bought  more  than  I  have  the  remotest 
chance  of  selling.  Now  that  I’m  sure 
I’ve  completely  wrecked  my  business 
I  become  a  little  hardened,  and  I  can 
say  no  when  a  salesman  gives  me  that 
well  —  if-you-don’t-appreciate-the-bet- 
ter-things-of-life  look.  Who  was  that 
just  said,  “I  don’t  care  if  Neiman  Mar¬ 
cus  bought  a  hundred  of  them— you 
could  put  my  whole  shop  in  their 
washrcxrm”?  So  help  me,  it  was  II 

My  husband  calls  and  he  wants  to 
know  what-in-blazes-I-am-doing-there- 


so-loiig?  He  thinks  I  am  being  fed  and 
feted  by  salesmen  and  he  says  it’s  time 
I  got  myself  home.  I  think  so  too,  but 
for  tomorrow  I  have  an  app>ointment 
to  see  the  Merry  Jackson  line.  I  have 
been  trying  to  get  in  there  for  days 
but  every  day  they  are  full  up  and  they 
ask  me  to  come  back  again  please.  I 
can’t  miss  it;  it’s  important;  they  show 
it  in  Harper’s  and  Vogue.  But  I  will 
be  home  Saturday  and  my  husband  is 
to  meet  me  at  1:40. 

Now  to  the  transportation  desk  for 
a  reservation.  The  weekend  is  a  bad 
time  to  get  out  of  New  York.  They 
tell  me— this  grows  monotonous— to 
come  back  later  and  I  do  and  finally 
they  have  an  upper  on  the  train  I  came 
in  on.  1  tuck  my  reservation  in  my 
order  book  and  dash  out  to  finish  my 
buying.  I’d  already  bought  every¬ 
thing  in  New  York,  I  thought,  but  I 
manage  to  write  out  some  more  orders. 
Now  only  .80  minutes  to  pack;  and  1 
must  take  something  to  the  girls  in  the 
shop.  I  buy  one  of  those  long  boxes 
of  candy.  It’s  six  inches  wide  and  a 
yard  long,  just  as  it  claims  to  be,  and 
too  late  I  realize  it  won’t  fit  into  my 
suitcase.  It’s  certainly  unhandy  to 
carry— it  either  knocks  my  hat  off  or 
(Continued  on  page  56) 
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kei  tor  store  luerthaiulise. 

Two  factors  were  responsible  toi 
Burdine’s  decision  to  put  out  a  great¬ 
er  promotional  effort  on  the  teen  mar¬ 
ket.  In  the  city’s  six  high  schools  en¬ 
rollment  figures  were  following  the 
nation-wide  trend  and  were  up  sharp¬ 
ly  over  pre-war  figures.  Simple  arith¬ 
metic  dictated  a  more  comprehensive 
campaign  to  reach  the  growing  num¬ 
bers  of  teens  in  the  store’s  market  area. 

And  watching  this  teen  market  grow 
store  officials  felt  encouraged  to  voice 
the  criticism  they  had  long  felt  theii 
teen  promotions  deserved.  The  old 
methods,  they  were  convinced,  were 
:  ntiquated  and  too  narrow  in  scope  to 
I'roduce  good  results  in  public  rela¬ 
tions  and  in  sales.  On  this  score  too,  a 
change  was  called  for.  Thus  armed 
with  a  double  barrelled  reason  for  up 


ping  the  teen  promotion  budget  and 
lor  devising  more  productive  means 


^  I  ^HE  big  auditorium  in  Miami’s 
Bay  Front  Park  was  getting  a 
workout.  Inside  the  tom-toms  beat 
and  the  trumpets  wailed  as  upwards 
of  two  thousand  of  the  city’s  nimblest 
teen-agers  wound  up  in  their  best 
Junior  Prom  manner  and  paused  only 
to  milk  the  coke  machines  and  every 
once  in  a  while  to  pinch  themselves  to 
see  if  it  was  real.  Little  wonder  that 
the  dancers  doubted  their  senses,  for 
here  they  were  being  served  up  the 
rare  treat  of  a  big  school  dance  during 
the  vacation  season  and  it  wasn’t  cost¬ 
ing  them  a  cent.  The  long  arm  reach¬ 
ing  for  the  tab  belonged  to  Burdine’s 
of  Miami.  This  was  the  Burdine  Jam¬ 
boree  marking  the  beginning  in  Aug¬ 
ust  1947  of  a  big  promotional  venture- 
bent  on  developing  the  growing  po 
tential  of  the  South  Florida  teen  mar- 


store  s  boaid  of  strategy  began  prelimi¬ 
nary  hearings  to  agree  on  a  plan  of 
action. 

One  of  their  hrst  objectives  was  to 
subtly  alter  the  buying  habits  of  the 
high  school  market,  to  make  them 
more  fashion  conscious  and  more  alen 
to  the  services  and  products  offered  at 
Burdine’s.  Very  early  in  the  planning 
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So  mike  fright  here  as  Station  WGBS, 
Miami,  carries  an  interview  with  one  of 
the  teens  attending  the  Jamboree. 


Jitterbugs  get  a  helping  hand  from  the 
audience  during  one  of  the  acts  which 
preceded  the  Jamboree  dance. 


Sinatra  in  a  slicker,  part  of  the  enter 
ment  arui  fashion  show  at  the 
Jamboree.  Every  effort  made  a  hit. 


One  of  the  chief  reasons  for  the  stiecess  of  the  Burdine  prof^am  has 
been  the  work  of  the  high  school  board  composed  of  top  ranking  boy 
and  ghl  representatives  from  each  of  the  city’s  high  schools.  Here  the' 
charter  members  of  the  hoard  meet  their  swcessors  on  the  1948  hoard.* 


likes  and  dislikes  emerged  a  variety 
program  of  {x)pular  records,  teen-age 
forums,  sjxjrts  and  high  school  social 
news.  How  psychic  the  planners  had 
been  in  their  programming  decisions 
was  to  l>e  shown  six  months  later  w'hen 
some  local  “Hoopers”  tested  the  pro 
grams  jX)pularity  with  high  school 
audiences. 

According  to  the  plan  agreed  on 
school  board  members  were,  with 
some  outside  professional  assistance, 
to  write,  direct  and  act  out  the  entire 
I'een  Time  program.  There  were  to 
I  e  no  (omniercials.  Emphasis  was  to 
lie  on  public  service,  a  show  for  the 
teens  by  the  teens.  While  the  board 
was  putting  the  finishing  touches  on 
the  first  broadcast  the  publicity  cam¬ 
paign  was  begun  to  line  up  a  large 
(Continued  on  page  54) 


lio\  and  one  girl  representative  from 
i-ach  of  the  city’s  high  schools.  Mem- 
l)ers  of  the  board  were  chosen  on  the 
basis  of  scholarship,  popularity  and 
the  ability  to  do  fashion  modeling. 
I'ach  rejiresentative  was  placed  on  the 
legular  store  payrolls  making  them 
tiill-fledged  members  of  the  Buriline 
organization.  Their  first  major  assign¬ 
ment  was  to  select  and  approve  Teen 
Time  Fashions  for  Burdine’s  expand¬ 
ing  high  school  shop. 

With  the  organization  of  the  board 
the  development  of  the  promotion  hit 
a  faster  pace.  Radio  had  been  given 
the  nod  as  the  ideal  teen  public  rela¬ 
tions  medium  and  the  store  officials, 
sitting  with  the  school  board,  began 
the  task  of  selecting  the  most  popular 
format  for  a  teen  program.  Out  of  a 
'■  omtain  of  suggestions,  opinions. 


means 
e,  the 


acton 


On  the  regular  store  payroll  at  Bur* 
diners  Miami,  is  a  group  of  gifted 
high  school  students  who  plan,  write 
and  direct  the  store's  immensely 
popular  radio  show  for  teens.  It's  all 
part  of  a  new  teen  public  relations 
program  which  Sales  Promotion  Di¬ 
rector  Lew  Harries  blueprinted 
more  than  a  year  ago  when  Bur- 
dine's  high  school  promotions  were 
dragging  at  the  heels.  Here  is  how 
he  and  his  staff  of  teen  assistants 
went  about  the  business  of  develop¬ 
ing  and  publicizing  their  Teen  Time 
radio  show  which  has  outstripped 
all  competition  in  the  Miami  area. 


Nearly  two  thousand  kids  showed  up  for  the  big 
Jamboree  dance,  neatly  scheduled  to  tie  in  with 
summer’s  end  and  the  start  of  the  new  school  year. 


During  Rededication  Week  a  large  panel  above  the  Lasalle  &  Koch 
elevators  reminded  customers  that  “Freedom  is  Everybody’s  Job.” 


The  Aisle  of  Flags  on  LaSalle’s  main  floor. 


A  MONTH  before  the  Freedom 
Train  was  scheduled  to  roll  into 
the  yards  at  Toledo,  Ohio,  Michael 
Yamin  and  his  staff  at  Lasalle  &  Koch 
were  making  great  preparations  for 
the  public  showing  of  America’s  preci¬ 
ous  historical  documents.  It  seemed 
only  natural  that  the  big  Ohio  store 
should  take  the  lead  in  educating  the 
public  to  the  significance  of  this  event. 
First,  there  was  its  prominent  place 


in  the  business  and  community  life 
of  Toledo,  and  then  there  was  the 
appointment  of  Mr.  Yamin,  store 
president,  to  be  general  chairman  of 
the  city’s  Rededication  Week  Activi¬ 
ties  which  immediately  precetletl  the 
Train’s  arrival. 

One  of  the  first  major  steps  was  to 
enlist  the  aid  of  all  L  &  K  employees. 
A  memo  from  Mr.  Yamin  reminded 
everyone  that  “Freedom  Is  Every- 


let,  “Good  Citizen,”  and  a  reprint  ol 
the  editorial,  “The  Way  of  the  World 
in  America,”  by  Grove  Patterson,  edi 
tor  of  The  Toledo  Blade. 

As  a  follow-up  all  employees  were 
invited  to  participate  in  an  essay  con 
test  on  the  subject,  “The  Best  Ameri 
can  Citizen  I  Know',”  sponsored  b> 
The  Blade.  The  store  chose  its  own 


The  flag.draped  Freedom  Pledge  booth  in  one  of  Lasalle  &  Koch’s  The  entire  store  staff  gathered  at  the  final  Freedom  Train  store  i 

main  windows.  Citizens  entered  the  booth  directly  from  the  street  rally  and  heard  Cath^ne  Streeter,  a  fellow  employee,  sing  “The  1 

j  to  sign  the  freedom  scroll  and  receive  a  copy  of  their  pledge.  Star  Spangled  Banner.”  The  group  repeated  the  Freedom  Pledge.  I 


TEXTILE 

FINISHES 


On  Hallowe^en, — and  every  other  day  of  the  year,  milady  will  **be>witch* 
ing,^  if  her  legs  are  sheathed  in  hosiery  that  is  soft,  smooth,  smoky-duU 
anti  ultra-sheer, — Hosiery  that  is  beautified  and  protected  by  that  ex¬ 
clusive  ^^filrn,"  which  only  DuraBeau  can  impart. 


Then  too,  hosiery  DuraBeau  Finithed  gives  added  resistance  to  snags, 
runs,  pulls  and  spots, .  .  .  which  in  turn  means  ^^miles  more  wear.^  Yes, 
as  the  name  implies,  DuraBeau  means  lasting  beauty. 


SCHOLLER  BROS.,  INC 


Mfrs.  of  Textile  Soaps,  Softeners,  Oils,  Finishes  •  Collins  & 
Westmoreland  Sts.,  Philo.  34,  Po.  •  St.  Catharines,  Ont.,  Can. 


stores 


winners  in  a  preliminary  contest, 
awarded  them  cash  prizes  and  then 
entered  their  essays  in  the  city-wide 
comp>etition.  Early  in  the  preparatory 
prc^am  the  L  &  K  News  devoted  an 
issue  to  the  American  Heritage  pro¬ 
gram,  explaining  its  objectives  and 
giving  a  detailed  description  of  the 
Train  and  its  cargo  of  original  docu¬ 
ments. 

On  the  Saturday  that  marked  the 
beginning  of  Rededication  Week,  just 
seven  days  before  the  Train  was  due 
in  Toledo,  Lasalle  &  Koch’s  campaign 
slipped  into  high  gear.  A  mass  meet¬ 
ing  of  all  employees  was  held  on  the 
main  floor  to  hear  Mr.  Yamin  give  a 
short  history  of  the  Freedom  Train 
and  urge  all  to  participate  in  Rededi¬ 
cation  Week. 

One  large  show  window  was  con¬ 
verted  into  the  flag  drajied  Freedom 
Pledge  booth  where  citizens  could  sign 
the  pledge  scroll.  This  window  was 
opened  for  the  occasion  and  fitted 
with  steps  which  led  directly  to  the 
street.  Later  the  scroll  was  micro¬ 
filmed  and  a  copy  of  it  filed  in  the 
Library  of  Congress.  Each  signer  was 
given  a  small  printed  copy  of  the 
pledge.  Other  copies  were  distributed 
through  civic  organizations. 

During  Rededication  Week  the 
main  floor  was  an  aisle  of  flags.  Above 
the  elevators  a  huge  panel  bore  the 
slogan,  “Freedom  is  Everybody’s  Job.’’ 
Color  posters  went  up  in  all  depart¬ 
ments  to  remind  customers  to  take  the 
freedom  pledge.  L  &  K  delivery  trucks 
carried  the  slogan  on  a  red,  white  and 
blue  background.  All  newspajjer  ad¬ 
vertising  carried  reminders  of  the  free¬ 
dom  campaign.  The  store’s  regular 
radio  program  presented  civic  leaders 
each  day  during  the  week  in  talks 
relating  to  the  theme  of  good  citizen¬ 
ship. 

On  the  day  the  Freedom  Train  slid 
into  the  Toledo  terminal  the  store’s 
activities  were  climaxed  by  a  final 
mass  rally  held  in  the  store.  Catherine 
Streeter,  one  of  the  elevator  opera¬ 
tors,  opened  the  rally  singing  “The 
Star  Spangled  Banner.’’  A  choral 
group  of  employees  joined  in  other 
patriotic  songs  and  the  rally  closed 
after  repeating  the  Freedom  Pledge. 
Rededication  Week  was  over.  Toledo 
and  Lasalle  &  Koch  were  prepared  to 
welcome  the  Freedom  Train. 


A  STORE  THAT  GIVES  RECORDS  AW  AY 


The  poptdar  Kiddies  Rekording  Komer  at  the  Bitker-Gemer  store  in  Milwaukee, 
where  thousands  of  youngsters  have  made  their  awn  recordings.  The  records 
are  presented  to  the  parents  with  the  store’s  compliments.  Above,  Mrs.  Blanche 
Posner,  who  operates  the  recording  booth,  interviews  one  of  her  young  guests. 
STORES’  cover  and  the  above  photograph  courtesy  of  The  Milwaukee  Journal. 


'^HE  Milwaukee  chapter  of  the 
proud  parents  fraternity  has 
armed  itself  with  a  new  device  for 
singing  Junior’s  praises.  Let  the  un¬ 
wary  visitor  to  the  homes  of  these 
parents  be  forewarned.  It’s  a  cast 
iron  cinch  that  a  Milwaukee  Mama 
is  biding  her  time  until  the  hospita¬ 
ble  preliminaries  are  over,  and  then 
she  will  say,  “Let’s  play  that  record 
Junior  made  down  at  Bitker’s.’’ 

That  will  be  the  signal  for  papa 
to  pull  out  a  small  plastic  record 
and  set  the  turntable  going— and 
there  is  Junior  chirping  away.  On 
the  record',  too,  is  a  warm  feminine 
voice  urging  him  to  tell  about  his 
school,  his  pets  and  his  playmates. 
The  owner  of  the  encouraging  voice 
is  Mrs.  Blanche  Posner.  She  oper¬ 
ates  the  Kiddie  Rekording  Korner 
in  the  Bitker-Gerner  store  on  Third 
Street  in  downtown  Milwaukee. 
There’s  no  charge  for  the  record¬ 
making,  and  as  far  as  we  know  it’s 
the  only  free  service  of  its  kind  in 
a  department  store. 

Every  week  150  to  200  children, 
accompanied  by  their  parents,  come 
to  see  Mrs.  Posner  in  her  glass-en¬ 


closed  booth  in  the  children’s  de¬ 
partment.  Their  ages  range  from 
eight  months  to  14  years.  Some  of 
them  bring  harmonicas  and  accord¬ 
ions.  A  few  of  them  are  self-assured 
and  need  little  encouragement  to 
get  their  words  or  songs  on  record. 
But  most  of  them  are  like  our  three- 
year  old  cover  girl,  Georgia  .Ann 
Semega,  shy  and  wide-eyed  and  just 
a  bit  w'ary.  It  takes  time,  but  event¬ 
ually  Mrs.  Posner  sees  that  they  all 
leave  with  a  record  all  their  own, 
a  gift  from  Bitker-Gerner. 

The  Kiddie  Korner  was  con¬ 
ceived  by  Pierce  Bitker,  store  presi¬ 
dent,  and  Jules  Kraus,  merchandis¬ 
ing  manager.  Without  the  aid  of 
advertising  it  has  taken  an  import¬ 
ant  place  in  the  store’s  promotional 
program.  Its  status  as  a  community 
institution  was  recognized  by  the 
Milwaukee  Journal,  which  made  it 
a  three-page  feature  in  a  Sunday 
gravure  section.  The  best  tribute 
to  its  success  is  Mr.  Bitker’s  observa¬ 
tion  that  advertising  the  Korner 
was  unnecessary.  “If  we  shouted 
too  loud,’’  he  said,  “w'e  would  l)e 
unable  to  handle  the  crowd”. 
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THE  ANSWERS  TO 
THE  PEOPLE’S  OllESTIONS 

By  Benjamin  H.  Namm 


TRILLIONS  ot  people  have  become  prejiuliceil  against 

private  enterprise,  largely  as  the  result  of  propaganda, 
statistical  distortions  and  governmental  name-calling.  The 
result  has  been  to  develop  a  kind  of  economic  color-blind¬ 
ness. 

We  are  all  familiar  with  the  parlor-game  of  20  questions. 
Let  me  set  forth  20  economic  questions  that  I  have  frecpient- 
ly  heard  answ’ered  in  a  manner  that  is  unfavorable  to  busi¬ 
ness.  Perhaps  we  business  men  are  to  blame  for  having  done 
a  jXKjr  job  of  public  relations.  In  any  event,  I  submit  that 
the  correct  answers  do  anything  but  justify  the  anti-business 
feeling  that  has  been  engendered. 

The  first  of  these  20  ipiestions;— 

"Is  American  business  controlled  by  a  chosen  few?" 

.\s  a  matter  of  fact,  American  business  is  directly  owned 
by  over  14  million  stockholders,  and  indirectly  by  almost 
80  million  individuals.  The  latter  group  participate  through 
their  life-insurance  equities  and  their  savings  in  banks. 
There  are  over  four  million  private  business  firms  in  the 
country,  and  about  six  million  small  and  medium-sized 
farms. 

The  second  question:  — 

"Does  the  bulk  of  our  national  income  go  to  rich  people?" 

The  latest  available  figures  are  for  the  year  1944,  and 
the  results,  I  think,  are  quite  revealing,  .\bout  5  per  cent 
of  the  personal  income  for  that  year  went  to  people  whose 
incomes  exceeded  $25,000.  Only  12  per  cent  of  the  personal 
income  for  that  year  went  to  people  whose  incomes  were 
more  than  $5,000  and  less  than  $25,000.  Eighty-three  per 
tent  of  the  national  income  for  that  year  went  to  jjeople 
whose  incomes  were  less  than  $5,000. 

The  third  question:— 

"Do  business  concerns  almost  invariably  make  a  profit?" 

Actually,  during  the  22  year  period  between  World  War  I 
and  World  War  II,  there  were  11  years  during  which  more 


business  concerns  reported  an  annual  loss,  numerically 
speaking,  than  those  which  showed  an  annual  profit. 

The  fourth  question:— 

"Do  business  concerns  almost  invariably  go  on  to  success?" 

In  the  retail  field,  which  is  probably  typical,  one  out  of 
every  three  establishments  close  down  during  the  first  year 
of  operation.  Less  than  half  of  the  remainder  are  still  in 
Irusiness  at  the  end  of  six  years. 

The  fifth  question:— 

"Are  business  profits  unduly  high?" 

Contrary  to  general  belief,  net  profits  after  taxes  average 
less  than  five  cents  of  the  customer’s  dollar.  Despite  gov¬ 
ernmental  diatribes  against  business  profits  in  recent  years, 

I  recall  a  service  manual  that  was  issued  to  Cl’s  during 
World  War  II.  It  said:— "According  to  accepted  practice, 
a  business  should  make  at  least  10  |jer  cent  profit  clear,  on 
its  volume.” 

The  sixth  question:— 

"Could  prices  be  reduced  if  business  reduced  its  profits?" 

If  Imsiness  cut  its  profits  in  half,  the  effect  upon  the 
general  price  level  would  amount  to  but  a  few  per  cent. 
The  effect  upon  our  economy,  however,  would  l>e  disastrous. 
Very  few  dividends  would  be  paid  to  over  14  million  stock¬ 
holders.  The  earnings  of  insurance  companies  and  savings 
banks  would  suffer  heavily.  Venture  capital  would  dry  up. 
Production  would  be  curtailed,  with  subsequent  unemploy¬ 
ment.  Business  reserves  would  soon  be  used  up. 

The  seventh  question:— 

"Can  wages  be  increased  without  increasing  prices?" 

The  eminent  presidential  advisor,  Bernard  M.  Baruch, 
answered  this  in  1946  when  he  said,  “Stop  bunking  the 
public  by  saying  that  business  can  increase  wages  without 
increasing  prices!”  Rising  prices  have  invariably  followed 
(Continued  on  page  50) 
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Stores  on  the  Spot  in  Union  Row.  The  struggle  in  New  York 
between  leftist  locals  and  the  anti-Cominunist  leadership 
of  the  CIO  Retail,  Wholesale  and  Department  Store  Union 
is  now  being  waged  above  ground.  In  August  four  New 
York  locals,  representing  employees  of  Gimbel’s,  Saks-34th 
Street,  Macy’s,  Stern’s  and  Bloomingdale’s,  were  instructed 
to  file  non-Communist  affidavits  in  order  to  obtain  union 
shop  certification  from  the  NLRB.  They  refused  to  comply. 
The  International  suspended  the  officers  of  the  locals  and 
appointed  right-wing  administrators  for  each.  The  locals 
thereupon  voted  to  secede  from  the  CIO  and  set  up  as 
independents.  This  poses  a  considerable  problem  of  recog¬ 
nition  for  the  stores,  which  had  signed  contracts  with  both 
the  International  and  the  local  in  each  case.  The  Macy 
local,  1-S,  although  it  voted  to  withdraw  from  the  CIO  also 
voted  in  favor  of  signing  the  non-Communist  affidavit. 
Local  1250,  representing  employees  of  Hearn’s,  Namm’s  and 
Loeser’s,  joined  the  secession  movement  although  it  was  not 
included  in  the  International’s  order  to  sign  the  affidavit. 

The  International  leadership  of  the  union  applied  for 
an  injunction  to  restrain  the  Macy  local,  1-S,  from  function¬ 
ing  as  a  union.  This  was  denied. 

The  question  of  how  a  store  can  honor  a  contract  it  has 
made  with  both  the  International  and  a  local  when  the 
International  and  the  local  have  split  will  apparently  have 
to  be  decided  in  the  courts.  A  Macy  management  statement 
to  the  effect  that  it  would  “abide  by  the  terms  of  its  exist¬ 
ing  contract”  was  interpreted  by  both  the  factions  involved 
as  meaning  that  the  store  would  deal  with  representatives 
of  the  International.  The  independent  union  immediately 
vested  its  executives  with  power  to  call  a  strike. 

When  the  House  Labor  subcommittee  resumed  its  hear¬ 
ings  on  store  unions  in  New  York  early  this  month,  Samuel 
Wolchok,  president  of  the  International,  apjieared  and 
charged  that  the  Communist  Party  is  running  the  secession¬ 
ist  locals.  He  called  on  the  stores  to  resist  strike  threats 
by  the  independents.  “We  hop)e,”  he  said,  “stores  will  be 
mindful  of  their  obligations  to  their  contracts  and  to  demo¬ 
cratic  forces;  that  they  will  resist  this  intimidation  for  their 
own  sake,  for  the  sake  of  their  employees  and  for  all  citizens 
generally.” 

At  an  earlier  hearing  in  Washington  in  August  members 
of  the  Congressional  Committee,  which  includes  Rep.  Hart¬ 
ley,  renewed  their  criticism  of  the  reciprocal  discharge 
clauses  which  Local  1250  has  in  its  contracts  with  Hearn’s 
and  Loeser’s.  They  assailed  this  as  a  device  to  secure  the 
advantages  of  a  union  shop  while  evading  the  Taft-Hartley 
requirement  for  filing  the  non-Communist  affidavit. 


Biggest  NRDGA  Convention 
Will  Meet  in  New  York  January  10 

"p  EMOCRACY  WORKS  HERE,"  the  theme  of  the 
nationwide  retail  public  relations  campaign 
described  on  page  22  of  this  issue  of  STORES,  is  like¬ 
wise  the  theme  of  NRDGA's  38th  Annual  Convention 
which  will  be  held  in  the  Hotel  Pennsylvania,  New 
York,  January  10-14. 

In  disclosing  preliminary  plans,  the  Convention 
Committee  has  announced  the  inclusion  of  33  separ¬ 
ate  sessions — a  total  above  any  other  in  NRDGA 
Convention  history. 

Meetings  have  been  carefully  designed  to  be  of 
the  greatest  possible  benefit  to  executives  engaged 
in  every  phase  of  the  retail  field,  and  are  based  on 
the  expressed  desires  of  NRDGA  member  stores. 
Included  are  sessions  for  top  management,  controllers, 
credit  men,  personnel  executives,  store  managers, 
sales  promotion  and  advertising  directors,  and  repre¬ 
sentatives  of  smaller-volumed  stores.  The  subject  of 
merchandising  is  fully  covered  by  the  scheduling  of 
individual  meetings  on  the  subjects  of  ready-to-wear, 
house  furnishings,  men's  and  boys'  wear,  basement 
operations,  piece  goods,  and  general  merchandising 
trends. 

Indications  already  point  to  a  record  attendance 
which  has  necessitated  the  acquisition  of  more  hotel 
space  for  meetings  and  exhibits  than  has  ever  been 
required  before. 

With  the  above  in  mind,  it  is  the  suggestion  of 
the  Convention  Committee  that  you  check  the  dates, 
January  10-14,  and  obtain  New  York  hotel  reserva¬ 
tions  now. 

—ROBERT  J.  MAYER 

Director,  Public  Relations,  NRDGA 


Stores'  Profit  Rate  Back  to  1935  Level.  The  Controllen' 
Congress  issued  its  half-year  report  on  store  operating  re¬ 
sults  early  last  month.  Two  hundred  and  nineteen  stores 
were  represented,  of  which  21  had  an  annoal  sales  volume 
under  $1  million.  The  over  $1  million  group  typically  had 
an  increase  of  five  per  cent  in  sales  volume  over  the  same 
period  last  year  and  an  increase  of  24  cents  in  the  average 
sale,  making  this  figure  $4.53.  There  was  a  one  per  cent 
increase  in  transactions,  but  returns  reached  a  postwar  high 
of  7.9  per  cent  as  against  7.3  per  cent  at  the  half-year  point 
last  year. 

Most  significant  of  all  w'as  the  fact  that  with  sales  volume 
still  increasing  and  in  spite  of  the  slight  improvement  in  the 
number  of  transactions,  the  net  profit  percentage  declined 
I'his  figure  (for  the  over  $1  million  group)  dropped  to  2.9 
per  cent,  after  taxes,  a  decrease  of  0.5  per  cent.  The  typical 
net  operating  profit  before  taxes  in  the  group  was  3.9  p« 
cent,  a  decline  of  0.4  per  cent.  The  typical  net  profit  (in 
eluding  income  from  non-merchandising  activities)  befoR 
taxes  was  4.6  per  cent,  also  a  decline  of  0.4  per  cent. 

{Continued  on  page  40) 
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Snux^ing  the  flow  of  merchandising 
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Because  someone  forgot  to  pick  up  an  empty  carton,  this 
salesgirl  was  hurt.  It  was  more  than  a  week  before  she  came 
back  to  her  job.  Meanwhile,  customers  received  less  service. 

As  this  case  illustrates,  accidents  to  customers  are  not  the 
only  cause  of  lost  good  will  for  a  store.  Interrupted  service  — 
from  employee  injury  —  can  make  an  equally  bad  impression. 

That’s  why  training  employees  to  work  safely  is  an  im¬ 
portant  part  of  Liberty  Mutual’s  service  in  helping  “smooth 
the  flow  of  merchandising.’’  By  working  to  prevent  accidents 
to  employees  and  customers  alike,  our  loss  prevention  engineers 
help  keep  your  service  free  from  interruption . . .  help  maintain 
good  will , . .  may  save  you  from  costly  accidents.  But  when 
accidents  do  happen,  you  can  depend  on  Liberty  Mutual’s 
trained,  full-time  claimsmen  to  handle  claims  fairly,  cour¬ 
teously  —  as  you  would  want  to  do  it  yourself. 

Liberty  Mutual’s  service  is  now  reducing  accident  costs  and 
helping  maintain  good  service  for  leading  retail  stores  from 
coast  to  coast. 


LIBERTY  W  Ml 

INSURANCE  COMPANY 


HOHB  OFVIC8:  BOSTON 


★  We  work  to  keep  you  safe  ★ 


rail  TO  STOM  MANAOMSi  Liberty  Mutual’s  booklet, 
“How  Can  I  Work  Without  Falling?”  makes  interesting 
and  valuable  reading  for  your  employees.  Send  for  a 
sample  copy  today.  Write  Liberty  Mutual  Insurance 
Company,  175  Berkeley  Street,  Boston  17,  Mass. 


SHE  FELL  — AND  SERVICE  TUMBLED,  TOO 
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Substantial  savings  ~ 

on  all  three... 

WITH  RECORDAK  SALESCHECK  BIILING 


Other  advantages  of  Recordak  Salescheck  Billing 


H  pr«terv«s  good  will.  Customers 
get  everything  they  need  to  recall, 
understand,  and  verify  charges  and 
credits:  original  sales  checks,  credit 
slips,  and  the  bill.  Little  chance, 
there,  for  misunderstandings  that 
endanger  good  will! 


It  "do-bulks"  files — 98%.  Accounts 
receivable  records  are  "filed”  com¬ 
pactly  on  microfilm  ...  in  2%  of  the 
space  ordinarily  required  by  bulky 
records.  This  provides  speedy  finger¬ 
tip  reference  .  .  .  frees  valuable  floor 
space  for  more  productive  uses. 


It  speeds  adjustment  service.  Since 
clerks  have  a  microfilm  master  rec¬ 
ord  of  sales  checks,  credit  slips, 
cash  receipts,  hills  right  at  their  fin¬ 
ger  tips . . .  they  can  answer  (juestions 
quickly . . .  show  the  "whole  story” 
on  the  Recordak  Film  Reader. 
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Billing  Time 


You  can  cut  costs  of  accounts  receivable 
operations  materially — with  Recordak  Sales- 
check  Billing.  It  brings  about  important 
economies  in  these  operations  three  ways: 

First,  by  enabling  billing  clerks  to  handle  a 
great  many  more  bills  per  month.  Spared  time- 
consuming  description'  by  Recordak  Salescheck 
Billing,  they  can  step  up  producdon  without 
needing  extra  help  .  .  .  without  having  to  work 
overtime. 


Billing  Machines 


Billing  Forms 


longer  need  the  dual  skills  of  typing  and  machine 
operation). 

Third,  by  saving  substandally  in  stadonery 
costs.  With  Recordak  Salescheck  Billing,  forms 
can  be  streamlined  .  .  .  some  done  away  with. 

To  learn  more  about  the  equipment  that  makes 
it  possible  for  Recordak  Salescheck  Billing  to 
bring  you  these  and  other  advantages,  write  for 
the  booUet,  "50  BILLION  RECORDS  CANT 
BE  WRONG.” 


i 


Second,  by  reducing  the  amount  of  billing 
equipment  needed — in  many  cases  by  as  much 
as  50%.  The  need  for  dual-keyboard  machines 
is  endrely  eliminated  (and  billing  personnel  no 


Recordak  corporation  . 

{Subsidiary  of  Eastman  Kodak  Company) 
350  Madison  Avenue,  New  York  17,  N.  Y. 


i^cccPDr)i( 

(SubtiJiary  of  Eathnan  Kodak  Company) 

—originator  of  modern  microfilming 
and  its  application  to  retailing 


''Rccvrdak”  is  a  trade-mark 
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Typical  gross  margin  improved  to  35.7  per  cent,  an  in-  revision, 
crease  of  0.5  per  cent;  but  expenses  advanced  at  a  faster  At  the  same  time  there  has  been 
rate,  reaching  31.5  per  cent  of  sales,  an  increase  of  0.7  per 
cent.  Operating  expense  per  transaction  reached  SI. 45,  an  an 
increase  of  12  cents. 

John  J.  Kavanagh,  general  manager  of  the  Controllers’ 

Congress,  drew  attention  to  the  fact  that  in  each  of  the 
volume  groups  represented  in  the  survey  from  one  to  six 
stores  reported  actual  excess  of  expense  over  the  realizetl  s; 
gross  margin— in  other  words,  an  operating  loss  exclusive 
of  income  from  non-merchandising  activities. 

Although  it  is  obvious  that  stores  are  growing  increas¬ 
ingly  vulnerable  to  the  effects  of  even  a  moderate  decline  in 
dollar  volume,  that  circumstance  does  not  seem  to  be  in 
prospect  for  this  year,  .^s  to  the  future,  the  idea  seems  to 
be  in  favor  that  the  j>ostwar  boom  has  reached  its  peak 
but  will  level  off  without  any  dramatic  “bust.”  This,  in 
substance,  is  the  opinion  held  by  Dr.  Sumner  H.  Slichter, 

Prof.  Joseph  L.  Snyder,  and  Prof.  Malcolm  P.  McNair,  all 
of  Harvard.  There  still  remains  the  possibility  that  a 
stepped-up  military  program  will  set  off  a  new  rise. 

lay  Runkle,  speaking  at  the  National  Wash  .\pparel  ,,,  •  . 

.  ,  ,  ,,  ,  ,  The  group  will  concentrate  on  (1)  prevention  of 

Show  in  Chicago  last  month,  found  the  prosjjects  more  o  i  \  i 

complicated.  He  said:  “The  general  price  index  is  now  at 
the  highest  jxiint  in  our  history,  and  at  no  time  in  the  past 
have  we  been  able  to  come  off  such  high  price  levels  with- 
out  serious  repercussions  .  .  .  The  next  really  big  problem  ^ 

we  face  is  how  to  get  down  off  our  high  price  shelf  without 
breaking  a  leg.  Deflation  will  soon  replace  inflation  as  a 
major  problem  .  .  .  Healthy  cooperation  and  sound  coordi¬ 
nation  between  producers  and  manufacturers  .  .  .  can  turn 
deflation  into  prosperity  for  more  people.  We  need  not  be 
afraid  of  lower  prices  if  we  can  sell  enough  more  goods.” 

Excise  Outlook  Seems  Good.  Hope  that  retail  excise  taxes 
will  be  reduced  next  year  was  reinforced  by  Senator  Robert 
Taft,  who  said,  in  a  press  conference  early  this  month,  “We  result  of  la 
almost  have  to  go  into  the  excise  tax  situation.”  Other  apparel,  a 
Republican  leaders  have  already  been  on  record  in  favor  mittee  wil 
of  a  revision  of  this  taxation.  However,  Senator  Taft  em-  further  stu 
phasized  that  this  is  a  part  of  the  subject  of  general  tax  National  f 


a  strange  revival  o; 

rumors,  in  the  trade  and  consumer  press,  that  there  may 
attempt  to  enact  a  national  retail  saks  tax.  .-Vilvocat^ 
of  this  type  of  taxation  pop  up  periodically.  They  are  iht 
group  who  believe  in  minimizing  the  role  of  income  tax^ 
as  a  source  of  national  revenue.  They  generally  call  thi. 


THE  ASSOCIATION 

Action  on  Acute  Returns  Problem.  George  Plant,  manage 
of  the  Store  Management  Ciroup,  has  sent  out  invitation 
to  store  managers,  merchandise  men  and  adjustment  inana 
gers  to  attend  a  two-day  working  clinic  on  Cnistoiner  (loii: 
plaints  and  Adjustments  on  October  19  and  20  in  New  York 

(ircuiB  - 

stances  leading  to  returns,  and  (2)  standards  governing  the  i 
acceptance  of  returns.  t 

In  jjreparation  for  the  meeting  Plant  has  assembled  dataj^ 
auses  of  returns,  and  on  their  cost  to  the  stoitt  ; 
good  ttirnotu  of  managers  and  buyers  it  is  hoped 
that  the  meeting  will  result  in  reconnnendations  on  which 
top  management  can  be  urged  to  act  during  the  NRDGA 
convention  in  January.  The  Controllers’  Congress  half-year 
report  issued  last  month  showed  that  reporting  stores  in 
the  over  $1  million  group  had  returns  of  7.9  per  cent  ol 
sales,  a  {jostwar  high.  t 


Hocfuchild  Kohn's  Belvedere  branch  store,  ks  second  branch  Lndwig  Bauman,  Sew  York,  celebrated  its  90th  anniversary  W 
in  Baltimore.  The  three  story  structure  houses  most  of  the  giving  the  store  a  new  front,  adding  two  new  floors  and  redesig^\ 
classifications  of  merchandise  carried  at  the  main  store.  ing  the  interior.  Floor  space  addition  is  35ftOO  square  feet. 
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now  is  the  time  to  inform 
^  your  public 

because 

to  know  Narco 
^  is  to  go 
r  Narco 


tie  on  theltagjthat  sells 


the  Manufacturer 
the  Retailer, 
the  Consumer 


of  returns  and  complaints  has  been  obvious  where  merchan¬ 
dise  is  made  to  conform  to  the  Bureau’s  Commercial  Stand¬ 
ard  15148  on  sizes.  The  Underwear  Institute,  whose  mem¬ 
bers  have  endorsed  the  standard,  is  at  work  on  a  system  for 
translating  the  body  measurements  system  of  sizing  into 
corresponding  garment  measurements. 

Retailers  OK  Ad  Council  Cooperation.  The  Board  of  Di¬ 
rectors  of  the  Sales  Promotion  Division,  NRDGA,  has  voted 
to  accept  the  Advertising  Council’s  proposal  that  a  Retail 
.\dvisory  Committee  be  set  up  within  the  Council  to  guide 
the  preparation  of  public  service  advertising  campaigns  for 
use  by  retailers.  This  program,  and  an  alternative  proposal 
to  establish  an  entirely  separate  retail  organization  for  this 
purjjose,  were  discussed  in  detail  by  Howard  Abrahams, 
manager  of  the  Division,  in  the  July  issue  of  Stores.  Re¬ 
sponse  from  members  indicated  that  most  were  in  favor  of 
the  .Advertising  Council  cooperation. 

New  Customer  Relations  Aid.  OH  the  NRDCA  press  this 
month  is  a  booklet  entitled  “What  Do  You  See  in  Store 
Windows?”  Written  by  Lew  Hahn,  this  is  the  third  in  the 
customer  relations  series  which  includes  “Buying  for  You” 
and  “Was  It  a  Bargain?”  The  booklets  are  designed  for 
use  as  bilf  enclosures,  and  stores  ordered  over  a  million  of 
the  first  two  for  this  purpose.  The  new  one  discusses  the 
store  window  as  the  climax  of  “the  bounty  of  .American 
production”  and  a  symbol  of  the  .American’s  “priceless  privi¬ 
lege  of  free  choice.” 

Teaching  the  Teachers.  Fifty  coflege  teachers  winding  up  a 
Syracuse  University  seminar  on  clothing  and  textiles  were 
luncheon  guests  of  the  NRDGA  at  a  meeting  in  New  York 
last  month.  In  their  four  weeks  of  study  the  teachers  had 
had  for  instructors  over  60  leading  manufacturers  and  re¬ 
tailers.  Margaret  Harris  Blair,  chairman"  of  the  Eastern 
Region  College  and  University  Clothing  Teachers,  and 
spokesman  for  the  group,  said  that  the  experience  had 
given  the  teachers  a  greater  respect  for  the  high  calibre  of 
these  representatives  of  business.  They  had  learned,  she 
said,  how  much  the  consumer  benefits  from  the  manufac¬ 
turers’  and  retailers’  zeal  in  perfecting  their  prcxiuct  and 
had  gained  a  more  acute  consciousness  of  their  own  re¬ 
sponsibilities  in  helping  to  make  intelligent  customers  out 
of  customers.  Major  Benjamin  H.  Namm  delivered  the 
day’s  major  address,  excerpts  from  which  appear  on  page  35 
of  this  issue  of  Stores.  A  fashion  show  for  the  teachers  was 
presented  by  the  Simplicitv  Pattern  Co. 

Belgian  Merchants  Praise  Our  Distributive  System.  .Among 
the  guests  at  the  teachers’  luncheon  were  three  of  Belgium’s 
leading  retailers,  in  this  country  on  a  two-month  inspection 
tour  of  department  stores.  Francois  Capelle  from  Liege, 
.Auguste  Deslandes  from  Antwerp  and  Paul  Beausillon 
from  Brussels,  all  three  department  store  managers,  were 
making  New  York  the  first  stop  on  their  retail  sightseeing 
junket.  At  a  w’elcoming  luncheon  tendered  them  earlier 
by  Major  Benjamin  Namm  at  the  Namm  Store,  Brooklyn, 
Mr.  Capelle  spoke  of  their  purpose  in  visiting  .America. 
“Not  to  buy  merchandise,”  he  said,  “because  for  the  mo¬ 
ment  our  country  lack  the  means  of  paying  in  dollars. 


[but]  we  have  come  to  the  U.  S.  to  study  your  oiganjn 
tional  methods  in  the  distribution  of  merchandise,  inethoih 
which  permit  you  to  put  at  the  disposal  of  the  workii^ 
masses,  at  reasonable  prices,  all  they  need,  while  inakii| 
this  operation  a  profitable  one.” 

Ready4o-Wear  Men  Meet  This  Month.  Dane  Hahn, 
ager  of  the  Ready-to-Wear  Group,  has  announced  the  speak  I 
ers  for  the  Group’s  dinner  meeting  on  October  26.  Thevi 
are  Jack  Hughes,  The  White  House,  San  Francisco;  Estellei 
Hamburger,  fashion  authority;  Sylvan  Rich,  president  (rfi 
Martini  Frocks;  and  Joseph  Snider  of  the  Harvard  Gradu  1 
ate  School  of  Business  .Administration.  | 

New  Men's  Wear  Guide.  Last  month  saw  publication  oli 
the  first  issue  of  a  monthly  bulletin.  Timely  Topics,  pit  I 
pared  lor  members  of  the  NRDGA’s  newly  formed  Men’s | 
and  Boys’  Wear  Group.  One  of  the  features  of  the  finii 
issue  is  a  detailed  survey  of  every  aspect  of  Father’s  Da\| 
business  in  1948,  and  a  report  on  store  plans  for  1949.  Thtl 
bulletin  is  available  to  all  NRDG.A  members.  Write  to 
T.  L.  Blanke,  manager  of  the  Merchandising  Division. 

IN  THE  STORES 


The  H^t-Box  Brigade  Gets  Into  the  Labor  War.  Oppen 
heim,  Collins,  New  York,  unveiled  last  month  its  latest 
secret  weapon  in  the  battle  of  the  outlawed  picket  line  with 
deposed  local  1250,  the  store’s  late  bargaining  agent.  The 
reinforcements,  a  pair  of  models,  one  blonde,  one  brunette, 
moved  into  previously  prepared  positions  in  the  store’s  34th 
Street  window  and  drew  the  attention  of  an  open-mouthed 
throng  from  the  shouting  pickets.  Their  ammunition  was  a 
display  of  lettered  posters  explaining  the  store’s  position  in 
the  labor  dispute— that  and  a  touch  of  glamour.  Though  a 
bit  ffabbergasted  by  the  silent  w'arriors  in  the  window,  the 
pickets  continued  their  march  in  defiance  of  a  court  order 
directing  that  such  tlemonstrations  cease. 

The  Woman’s  Angle  on  Men's  Fashions.  Abraham  &  Straus, 


Guests  of  honor  and  their  host  at  the  luncheon  held  at  the  | 
Namm  Store,  Brooklyn,  hotioring  the  visiting  Belgian  menhanH-]] 
Left  to  right,  Frarunis  Capelle,  Auguste  Deslandes,  Major  Benjt  | 
min  Namm  and  Paul  Beausillon.  ' 
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FOR  GREATER  CHRISTMAS  PROFITS 


Beautifully  boxed  sets  of  SIMTEX  Tablecloths  and  Napkins 
will  sell  like  "hotcakes"  during  the  1 948  Yuletide  Shopping 
Season.  We’ve  planned  it  that  way  by  continuing  the 
dynamic  SIMTEX  advertising  in  the  Christmas  numbers  of 
four  leading  magazines  for  women. 

Right  now  is  the  time  to  plan  to  get  your  share  of 
SIMTEX  Christmas  profits.  Check  your  SIMTEX  stocks.  Tie-In 
your  own  advertising  with  this  powerful  advertising  cam¬ 
paign.  Display  cards,  news  mats,  etc.,  available  without 
charge.  Write  to; 


THE  NATIONAUr 
ADvetTiseo  siMTex 
FAMILY  OF  PROOUCrSi 


Tabhthlhs  A  Hopkmt 
Badtpraodt 
FloniwMr*  Sport  A 
UHlHy  Shirts 
Nightwoar  FlarmotoHo 
Matfross  Tkkmgs 
FvrmHvro  Fabrks 


SIMTEX  MILLS 


Division  of  Simmons  Company  •  40  Worth  Slr««f,  Now  York  13,  KY. 


Brooklyn,  of>ened  its  new  Mezzanine  for  Men  last  month 
with  a  fashion  show  competition  pairing  off  a  group  of 
leading  women  fa&hion  editors  and  a  like  group  of  male 
experts.  The  ladies  ventured  out  of  their  element  long 
enough  to  select  a  collection  of  men’s  styles,  rangfng  from 
business  to  sports  wear.  Their  selections  were  then  given 
the  once-over  by  the  jury  of  male  editors  and  a  bill  of  criti¬ 
cism  brought  against  the  taste  or  lack  of  it  as  shown  in  the 
women’s  choices.  The  conclusion  seemed  to  be  that  men 
could  be  no  worse  off  if  they  allow’ed  the  women  to  choose 
their  clothes  than  if  they  use  their  own  poor  judgments. 

High  on  Housewares.  The  Bamberger  Housewares  Fair 
held  at  the  Newark  store  last  month  filled  the  aisles  again 
with  curious  shoppers  visiting  the  more  than  100  exhibits 
and  demonstrations.  Sales  ran  ahead  of  last  year’s  figures 
with  houseware  items  taking  up  the  slack  caused  by  a  dip 
in  major  appliance  sales  over  last  year. 

Fifth  Avenue  Gets  a  Taste  of  Bond  Merchandising.  Like 
horse-lovers  jamming  the  $2  window  when  Citation  is  run¬ 
ning,  crowds  of  curious,  bargain-seeking  New  Yorkers  were 
still  piling  through  the  doors  at  Bond’s  new  Fifth  Avenue 
store  forty-eight  bout's  after  the  big  opening  ceremonies. 
The  crush  continued  so  great  that  some  of  Pinkerton’s  finest 
were  on  all-day  duty  at  the  portals  herding  the  cash  cus¬ 
tomers  inside,  200  every  two  minutes. 

That  the  jam  continued  long  into  the  third  day  was 
attributed  to  the  whopping  success  of  a  quarter-million 
dollar  campaign  of  ballyhoo  via  radio  and  newspapers,  and 
to  the  tempting  give-away  which  Bond’s  thrust  under  the 
noses  of  prospective  early  customers.  (The  women  got  a 
$10  compact  with  each  coat  or  suit;  the  men  a  raincoat; 
shoe  purchasers  a  zip  bag  with  each  pair.)  If  the  first  week 
is  any  indication,  the  invasion  of  Fifth  Avenue  by  the  Bond 
chain  has  every  earmark  of  a  successful  operation. 

The  new  store  is  housed  in  a  six-story-structure  tonnerly 
the  home  of  Best  &  Co.  Its  interior  has  been  completely 
redesigned  by  Morris  Lapidus,  New  York  architect,  with  an 
entirely  new  front  on  the  Fifth  Avenue  and  35th  Street 
sides.  Women’s  wear  gets  the  play  in  the  Avenue  windows, 
while  the  36th  Street  displays  are  given  exclusively  to  the 
men.  Main  departments,  following  the  straight  Bond  pat¬ 


tern,  are  devoted  to  women’s,  children’s,  men’s,  and  tet^l 
agers’  clothes  and  accessories.  | 

Fashion  Luxury  at  Gimbel's,  Philadelphia.  Fifth  Avenutg 
•Shop  is  Gimbel’s,  Philadelphia,  latest  luxurious  addition  tcl 
its  special  customer  services.  This,  one  of  the  nation’s  btsfl 
appointed  fashion  shops,  was  opened  to  the  public  hsii 
month.  1 

Customers  are  greeted  by  a  receptionist  and  ushered  iniop 
private  comfortably  appointed  selling  rooms  where  maidy 
service  provides  tea  or  soft  drinks.  Here  fashions  from  welll 
known  designers  are  shown  and  accessories  of  all  kinds 
Irrought  directly  to  the  customer  as  she  tries  on  each  gai  | 
inent.  Fittings  and  try-on  fittings  are  held  in  the  shop  rathe  i 
than  in  the  regular  alterations  department. 

Each  of  the  selling  r<x)ms  is  based  on  a  separate  decorativt  ; 
theme  ranging  from  extreme  modern  to  Victorian— no  two 
alike.  Other  marks  of  comfort,  luxury  and  convenience 
are  plug-in  telephones,  the  tiny  pantry  for  the  preparatioD  ; 
of  customer  refreshments,  the  completely  equipped  sewing 
rcxnn  and  wrapping  room  and  the  specially  appointed  room, 
for  members  of  the  staff,  who  are  not  in  evidence  until  ! 
t  ailed  to  greet  a  customer.  | 

The  large  reception  rcxrm  is  equipped  with  its  own  built  i 
in  stage  for  the  mcxleling  of  fashions.  .\n  electrically  oper  | 
ated  curtain  conceals  the  stage  when  it  is  not  in  use.  Inr| 
mediately  adjacent  to  the  stage  and  opening  onto  it  are  thfl 
interconnecting  dressing  rcxrms  for  the  models.  I 

In  staffing  the  new  department  Gimbel’s  drew  chiefly  froiii| 
its  own  fashion  selling  ranks  with  some  scattered  additiomi 
of  experienced  personnel  from  outside.  A  special  training! 
program  was  given  to  all  the  staff,  including  the  fitters,  to  I 
familiarize  them  with  the  service  which  is  the  object  of  tht| 
operation.  Miss  Viola  Cook  is  the  buyer  for  the  Fifth  | 
Avenue  Shop.  Plans  were  drawn  up  by  Edwin  Cordes  and 
Associates  of  New  York  and  the  work  executed  by  the  tech 
nical  staff  of  the  Gimbel  store. 

Every  Tuesday  Is  Bargain  Day  in  Kansas  City.  Latest  stoRj 
to  adopt  the  special  bargain  day  promotion  idea  is  Eraeq, 
Bird,  Thayer,  Kansas  City,  Missouri.  Their  promotion  is 
dubbed  “  Tuesday  Surprise”  and  has  some  50  special  sak 
items  up  for  grabs  on  the  third  day  of  every  week.  News 


Two  views  of  the  new  Fifth  Avenue  Shop  at  Gimbel’s,  Philadelphia.  At  left,  the  store-within-a-store  Bride’s  Shop  and  at  the 
right,  the  large  reception  room  which  has  its  own  built-in  stage  for  fashion  shows  and  an  electrically  operated  curtain  to  corueal 
the  stage  when  it  is  not  in  use. 
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Centralises  all  sales  transactions 


AT  ONE  MAIN  DESK! 


All  cosh  saUi  or*  lripl*-ch««ti*dl  First  by  th* 
sal«s-p*rson  making  th«  saU,  naxt  by  th* 
cantrol  desk  operator  and  again  by  th*  sales¬ 
person  who  returns  th*  change. 


Any  number  of  salesperson*  can  us*  a  dis¬ 
patch  tubel  Unlike  individuol  cash  units,  Lamson 
Tubes  quickly  accommodate  any  number  of 
salespeople  without  waiting. ..without  confusion. 


Only  Lamson  Tubes  Give 
You  ALL  These  Advantages! 


Cask  handled  by  trained  cashier*  onlyl  Charges 
ore  authorized  by  trained  clerks.  Errors  in  cash 
end  charging  are  reduced  to  an  absolute 
sunieium. 


An  cash  quickly  banked  at  nightl  lamson  Tubes 
eliminate  th*  tim*<onsuming  chore  of  picking 
up  cash  at  all  th*  counters  ...  and  re-dis- 
tributing  it  in  th*  morning. 


Average  sal*  cempleted  in  30  seconds  I  Th*  ex¬ 
ceptional  speed  of  Lamson  Tubes  auures  faster 
service  and  greater  customer  satisfaction. 


Two  more  of  America's  newest  stores  ore  equipped  with  Lamson 
Tubes.  Bullock's  in  Pasadena  and  I.  Mognin's  in  Son  Francisco. 

MAIL  THIS  COUPON  TODAY! 

Rood  how  Lamson  Tubes  Increase 
the  efficiency  of  your  store! 


ICBiMfi  Cerebration.  ■ 

eoo  leoiHie  St^Syrocus*  I .  tc  T. 

WMseut  cboro*  or  ebltooHen/  pleaseMnd  me  fsn^or  infermoMen 
about  yeur  cenfroHxed  raeueiatl*  Tube  Systessu ’ 


Offkes  In  principal  cities 


paper  insertions  plug  special  bargains  but  keep  mum  on 
prices  and  quantities.  Sale  items  are  drawn  mostly  from 
regular  stock  for  the  day  and  returned  to  regular  standing 
and  price  if  not  sold.  Each  department  has  a  special  box 
tor  its  sale  offerings  which  are  selected  by  a  committee 
of  merchandising  and  advertising  managers.  The  promo¬ 
tion  is  similar  to  the  Meier  &  Frank,  Portland,  Oregon, 
“Friday  Surprise”  (Stores,  August  1947). 

Wyman's  Younger  Generation.  The  Knot  Hole  Club  or¬ 
ganized  last  year  by  George  Wyman  &  Co.  of  South  Bend, 
Indiana,  has  gained  such  popularity  with  the  city’s  younger 
generation  that  it  is  now  a  city-wide  affair  supported  by 
t>oth  the  Lions  Club  and  the  Shriners.  Membership  in  the 
Knotholers  entitles  any  child  of  school  age  to  attend  five  or 
ten  free  baseball  games  in  the  local  minor  league  park  dur¬ 
ing  the  season.  The  children  pick  up  their  applications  on 
the  Youth  Floor  at  Wyman’s,  have  them  signed  by  their 
parents  and  return  them  to  the  store  to  secure  their  tickets. 
Other  store  public  relations  aimed  at  the  school  market  in¬ 
clude  a  teen  age  radio  show  and  a  weekly  Teen  Time 
gossip  column  in  the  local  paper. 

Fit  Parade  at  Lit's.  Lit  Brothers,  Philadelphia,  turned  its 
television  cameras  on  its  presentation  of  head-to-toe  Fall 
fashions  to  stress  the  importance  of  fit  for  comfort  and 
smartness.  The  Fit  Parade,  as  Lit’s  calls  its  week-long  fash¬ 
ion  showing  stressing  fit,  was  televised  as  part  of  the  store’s 
regular  weekly  program  “Lit’s  Have  Fun.”  Models  dis¬ 
played  sized-to-height  dresses  that  eliminate  costly  altera¬ 
tions,  nylons  for  girls  of  all  heights,  and  pint-sized  styles  for 
women  under  5-5. 

Ludwig  Baumann  Adds,  Alters  and  Lifts  Its  Pace.  Two 

lomplete  new  floors  have  been  tacked  on  to  the  original 
ten  in  a  big  construction  job  just  completed  by  Ludwig 
Baumann  on  its  New  York  store.  Another  part  of  the  re¬ 
modeling  job  has  been  the  redesigning  of  virtually  the  whole 
interior  of  the  store  and  giving  it  a  complete  change  of 
face  with  a  new  marquee,  flaifked  by  wide-vision  windows 
for  a  panoramic  view  of  the  main  floor.  More  than  35,000 
feet  of  floor  space  has  been  added  as  a  result  of  the  work, 
completed  during  the  celebration  of  the  store’s  90th  anni¬ 
versary.  One  interesting  departure  in  the  new  setup  is  the 
location  of  a  convenient  charge  office  on  the  Fashion  floor. 

Dover,  Del.  Store  for  Van  Dyk.  Daniel  Van  Dyk,  who  re- 
c-ently  sold  his  interest  in  the  D.  M.  Read  Co.,  Bridgeport, 
now  heads  a  new  $1  million  corporation  with  plans  for  a 
retail  store  in  Dover,  Delaware. 

PROMOTIONS  AND  SELLING  HELPS 

Spring  Toy  Lines  Showing.  More  than  60  leading  toy  manu¬ 
facturers  have  notified  store  buyers  that  their  lines  are  com¬ 
plete  for  inspection  for  spring  and  Easter  toy  merchandise. 
This  is  the  first  step  in  a  cooperative  program  launched 
to  capitalize  on  the  normal  consumer  demand  between 
March  and  June  and  will  enable  buyers  to  place  spring 
orders  before  Christmas  promotion  plans  absorb  their  at¬ 
tention.  The  Toy  Association,  which  is  sponsoring  this  new 
promotional  effort  cites  the  40  per  cent  increase  in  the 


nation’s  birthrate  since  1989  and  the  corresponding  increa* 
of  potential  toy  customers  as  good  reason  for  intcnsifyii^ 
the  cooperative  promotion  effort  for  1949. 

Education  Plus  Promotion.  Consumer  Education  Films  b 
producing  a  continuous  series  of  film-strips  to  be  sponsottd 
by  local  retail  groups  and  used  by  high  schools  and  in  othe 
educational  setups.  Their  purpmse  is  to  teach  more  intelli 
gent  buying  and  to  create  fuller  appreciation  of  retailing! 
place  in  the  economic  life  of  the  community.  Fhe  National 
Consumer-Retailer  Council  is  supiervising  the  production 
The  films  are  to  be  released  monthly  during  the  school  yeai 
Each  film  will  carry  at  the  beginning  and  at  the  end  a  credn 
line  for  the  Icxral  spionsor,  and  will  also  carry  the  imprint 
“Passed  by  the  Editorial  Board  of  Review  of  the  National 
Consumer-Retailer  Council.”  The  NCRC  has  ciri  ularizd 
the  secretaries  of  local  retail  associations,  giving  the  details 
of  the  program. 

Guide  to  Profit-Sharing.  Many  readers  have  written  in  lo 
inquire  when  the  Profit  Sharing  Manual  described  by  Dt 
Robert  Hartman  in  an  article  in  Stores  (April,  1948)  will 
be  available.  It  will  be  published  on  October  30,  by  the 
Council  of  Profit  Sharing  Industries,  1600  Roxbury  Road 
C^olumbus,  Ohio. 

Why — and  What — Displays  Pull.  The  pilot  display-research 
program  sponsored  by  the  National  Association  of  Displai 
Industries  and  conducted  by  the  New  York  Univenm 
Sch(X)l  of  Retailing  was  launched  last  month.  The  firs 
study  of  the  series,  lasting  a  week,  was  completed  at  Willian; 
H.  Frear  &  Co.,  Troy,  N.  Y.  Store  window  traffic  was  ana 
lyed  in  terms  of  quantity,  type  by  sex  and  age,  direction 
and  time,  and  hourly  records  were  kept.  The  findings  art 
now  being  studied  at  N.  Y.  U.  A  second  study  is  now  undo 
way  at  The  Cain-Sloan  Co.,  Nashville,  Tenn.,  to  compart 
the  relative  effectiveness  of  different  window  display  tech 
niques.  A  giant  turntable  is  being  used,  with  three  sections, 
in  each  of  which  the  same  merchandise  appears  in  a  diffo 
ent  display  setup.  Each  section  is  turned  to  the  street  for 
one  hour  at  a  time  and  a  continuous  record  of  passers, 
l(x>kers  and  stoppers  is  being  kept. 

Later  this  winter  interior  display  studies  of  the  same 
nature  will  be  conducted  in  St.  Louis  and  Richmond,  Va, 
Howard  M,  Cowee,  who  is  directing  the  projects,  said  that 
the  results  of  the  entire  study  will  be  presented  at  a  meeting 
of  the  N.  A.  D.  1.  during  the  December  5  market  week. 

Carpet  Fashion  Opening.  The  Carpiet  Institute  has  sched¬ 
uled  a  big  consumer  promotion  for  early  1949  to  get  under 
way  with  a  fashion  opening  March  1-10.  Detailed  plans  for 
the  project  are  promised  by  the  Institute  at  an  early  date 

Radio  is  28.  National  Radio  Week,  November  14-20,  » 
getting  a  big  promotional  push  from  the  NAB,  RMA  and 
many  trade  organizations  who  are  cooperating  in  28th 
anniversary  observance.  Display  material  is  available  for 
the  “Voice  of  Democracy”  high  school  contest  which  fea 
tures  radio  week  publicity.  Other  dealer  helps  which  the 
RAM  is  making  available  include  spot  announcements  and 
display  advertising  and  mats  for  newspaper  insertion. 

(Continued  on  page  48) 
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ciency.  The  exclusive  Dennison  Dial-Set  meth¬ 
od  of  setting  type  eliminates  the  possibility  of 
error;  definitely  reduces  time  and  tag  waste; 
makes  for  faster,  cleaner,  more  accurate  mark¬ 
ing  room  procedure. 

Features  such  as  the  dial  knob  and  shift  key 
have  made,  and  are  continuing  to  make 
Dennison  Marking  Room  Equipment  first 
choice  where  efficient  operation  coimts  most. 

Although,  during  the  past  year,  we  distrib¬ 
uted  the  greatest  number  of  marking  machines 
in  our  history,  our  expanded  production  facili¬ 
ties  have  not  yet  enabled  us  to  satisfy  the  pent- 
up  demand.  We  ask  your  continued  under¬ 
standing  as  we  make  every  effort  to  meet  your 
marking  equipment  requirements. 


You  probably  can  easily  recall  why  you  first 
began  using  Dennison  Marking  Room 
Equipment.  Undoubtedly,  you  did  so  in  order 
to  benefit  from  one  or  more  of  the  basic  ad¬ 
vancements  in  marking  room  equipment  and 
operation  which  Dennison  developed  to  solve 
your  marking  room  problems. 

Take  the  Dennison  Dial-Set  Machines,  for 
example.  Perhaps,  along  with  their  many  other 
features,  you  wanted  to  take  advantage  of  the 
way  in  which  they  facilitate  type-setting. 
Simple  twirls  of  the  dial  knob  set  up  the  line  of 
desired  copy.  As  each  character  is  set,  the  shift 
key  is  pressed  to  move  the  pointer  on  the  dial 
knob  to  the  next  dial.  Both  hands  remain  in  a 
single  operating  position  for  speed  and  effi¬ 


FRAMINGHAM,  MASSACHUSETTS 


DENNISON  MANUFACTURING  COMPANY 


STORES 


Home  Furnishings  Has  Its  Eye  on  Christmas  Business.  The 

major  furniture  associations  are  sponsoring  their  second  big 
promotion  of  the  year,  the  “Give  Something  For  the  Home,” 
Christmas  campaign.  The  sale  of  big  ticket  items  as  well  as 
the  smaller  units  is  a  major  objective  of  the  promotion, 
and  the  emphasis  on  the  replacememt  theme  will  seek  to 
persuade  entire  families  to  chip  in  to  buy  large  furniture 
pieces  for  the  home.  A  special  plan  book  has  been  prepared 
and  is  available  through  the  National  Retail  Furniture 
Association. 

Continuous  Sound  Movie  Demonstrations  for  Stores.  A  new 
<iemonstration  service  is  now  available  to  department  stores 
iiased  on  continuous  motion  picture  showings  of  new  and 
established  products  on  a  “no  charge”  basis.  Originator  of 
the  new  technique  is  the  Demonstrated  Sales  Corporation, 
which  already  has  more  than  a  score  of  stores  lined  up  to 
install  the  system  on  a  year-round  operation.  Products  will 
lie  shown  on  sound  color  16  mm  film  with  program  changes 
every  six  weeks.  Housewares  manufacturers  have  been 
among  the  first  to  promote  their  products  by  this  method, 
paying  only  the  cost  of  producing  the  film  describing  the 
product’s  use. 

PRODUCTS 

Bookkeeping  Made  Easier.  Remington  Rand  is  offering  a 
new  line  of  bookkeeping  machines  putting  the  emphasis  on 
functional  design  and  automatic,  versatile  operation.  One 
model  computes  and  prints  balances  automatically,  while 
the  entire  line  provides  automatic  tabulation,  automatic 
proofs  and  automatic  carriage  return  and  line  spacing.  Keys 
are  finger-grooved,  organ  typie;  optical  Incite  covers  the 
registers  and  magnifies  all  figures  for  increased  visibility; 
noise-absorbing  stand  reduces  operator  fatigue  and  prolongs 
the  life  of  the  machine.  Another  of  the  company’s  new 
products  is  a  printing  calculator,  completely  electrified, 
with  capacity  up  to  a  trillion  dollars.  This  machine  has  all 
the  advantages  of  both  calculator  and  adding  machine  plus 
printed  proof  of  accuracy.  All  factors  and  answers  of  every 
problem  are  automatically  recorded  on  tapie,  providing  an 
immediate  accuracy  check  and  a  permanent  printed  record 
for  future  reference.  Multiplies,  divides  automatically,  adds 
and  subtracts,  completes  the  problem  and  clears  the  key¬ 
board  automatically. 

Streamlined  Time  Clock.  A  modernized,  streamlined  and 
more  effective  time  attendance  recorder  has  been  fierfected 
by  IBM.  The  employee  merely  inserts  his  time  card  in  the 
receiver  of  the  recorder  and  registration  is  printed  auto¬ 
matically  without  the  use  of  bars  or  levers.  New  steel  typ>e 
wheels  produce  a  highly  legible  impression  on  light  weight 
or  standard  card  stock  without  chance  of  mutilation.  Print¬ 
ing  can  be  changed  from  blue  to  red  at  practically  any  min¬ 
ute  of  the  day  to  indicate  off-schedule  registrations  while 
variations  in  electric  power  do  not  change  the  uniformity 
of  registration.  The  new  recorder  is  housed  in  a  compact 
one-piece  drawn  steel  case  with  a  smooth  gray  finish. 

Triple  Storage  Capacity  on  New  Recordak  Film.  Eastman 
Kodak  has  perfected  a  new  microfilming  machine  which 


The  Grover  Cronin  college  advisory  board  arriving  at  the  Bo-i-j 
airport  after  their  trip  from  New  York  where  they  were  oiif^/.*, 
in  top  flight  fashions  by  Cronin  buyers.  At  the  store  the  n'l'l 
conducted  a  series  of  college  flight  fashion  shows. 

exposes  only  half  the  width  of  16  mm.  film  at  one  time  ii. 
more- than  triples  the  image  capacity  per  foot  of  film.  Th* 
new  Duo  Microfilnier  makes  available  two  film  units  opcr' 
ating  in  reducing  ratios  35  to  1  and  28  to  1.  Both  use  a  5' 
foot  roll  of  film  which  is  exposed  one-half  at  a  time.  Ret.) 
store  sales  slips  and  statements  are  typical  documents  whici 
will  find  the  new  film  saving  machine  desirable,  using  th 
28  to  1  reduction.  This  reduction  provides  increased  fil: 
economy  with  image  sufficiently  large  to  provide  easy  an  l 
fast  viewing  with  the  film  reader  when  answering  inquirii  ' 
at  the  adjustment  windows. 

King-size  Pat+erns.  Simplicity  Pattern  is  introducing  a  nr- 
pattern  package  illustrated  in  full  color  to  retail  for  35  an 
50  cents.  The  king-size  newcomer  to  the  Simplicity  famil  f 
carries  illustrations  in  full  color  using  an  enlarged  envelo:- 
for  better  display  and  more  space  for  fabric  information  an 
suggestions  for  fabrics  and  sewing  notions  on  the  back  o 
the  package. 

Junior  Size  Silverplate.  For  the  very  young  children  wh| 
are  being  checked  out  on  feeding  themselves  Holmes 
Edwards  has  a  new  miniature  silverplate  set,  a  three-pla(  | 
setting  that  includes  a  small  fork  and  spioon  plus  a  porceU. 
dish  done  in  colorful  design.  Fork  and  spoon  are  sold  al^ 
in  sets  without  the  dish. 

Fluorescent  Sun  Lamp.  VVestinghouse  has  developed  a  fluc:| 
escent  sun  lamp  which  has  five  times  the  ultraviolet  outpi. ! 
of  the  screw-in  bulb-type  sunlamp.  A  new  suntan  phosph- 
which  coats  the  inner  wall  of  the  tube  switches  short-wav 
ultraviolet  to  longer  wavelengths  found  in  natural  sunligh' 
Available  in  20  and  40  watt  sizes.  | 

Lightweight,  Wet-Dry  Vacuum.  Multi-Clean  Products,  Sv 
Paul,  is  introducing  its  latest  cleaning  device,  a  5-gallon  wc; 

(Continued  on  page  50) 
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A  Q’’-SITE  IS  FORESIGHT 


Q-Floors  in  your  store  specifications 
evidence  far-seeing  ability.  Because 
Q-Floors  offer  twin  advants^es  to  every 
store  owner. 

Steel  Q-Floors  are  Quick-In  floors. 
They  are  dry,  noncombustible  and 
speed  construction.  Two  men  lay  32 
sq.  ft.  of  Q-Floor  in  30  seconds.  Soon  as 
Q-Floor  is  down,  it’s  a  safe  working 
platform  for  other  building  trades.  Heat¬ 
ing  and  ventilating,  plumbing,  electrical 
service  all  rush  ahead  because  of 
Q-Floor’s  Quick-In  feature.  Surely  just 
the  ability  of  Q-Floors  to  reduce  your 
construction  time  by  20  to  30%  merits 
your  attention. 


But  that’s  not  all.  Q-Floors  are  mer¬ 
chandising  assets.  Headers  cross  over 
their  cells  and  carry  the  wires  of  every 
needed  electrical  service.  Every  exposed 
six-inch  area  of  Q-Floor  is  electrically 
available.  An  electrician  cuts  a  small 
hole  .  .  .  pulls  through  the  wires  .  .  . 
installs  a  Q-Floor  outlet.  No  fuss  or 
muss.  No  trenches  to  dig.  All  done 
literally  in  a  matter  of  minutes. 

Price?  Q-Floor  costs  less  than  the 
carpet  to  cover  it. 

Availability?  Right  now! 

See  Q-Floor  fittings  at  any  General 
Electric  construction  materials  distribu¬ 
tor’s. 


For  additkMKJ  dmtaS$,  writm  toe 

H.  H.  ROBERTSON  COMPANY 
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dry  vacuym  designed  for  small  and  intermediate  jobs  re¬ 
quiring  a  light-weight,  easily  handled  machine.  The  new 
cleaner  carries  a  special  filter  which  adapts  it  to  any  dry 
or  wet  vacuum  pickup  work.  Total  weight  is  25  lbs.,  over¬ 
all  height,  two  feet. 

Bond's  New  Store  Gets  An  Economical  Two-Tone  Bag. 

Searching  for  something  special  in  a  merchandise  bag  for 
the  opening  of  its  new  Fifth  Avenue  Store  Bond’s  chose  its 
color  sample  and  handed  the  problem  to  the  Equitable 
Paper  Bag  Company.  The  result  w’as  an  exact  reproduction 
of  the  white  on  blue  color  combination,  achieved  economic¬ 
ally  in  a  single  printing.  Equitable  matched  the  blue  when 
the  raw  pulp  was  being  converted  into  finished  paper  for 
conversion  into  bags.  This  was  accomplished  through  the 
cooperation  of  laboratory,  pigment  and  pap>er  mill  experts. 
This  colored  stock  was  then  imprinted  with  an  opaque 
white  while  being  made  into  merchandise  bags.  Equitable 
achived  opacity  required  in  one  impression  without  the 
usual  color  “strike  through.”  Reverse  printing  and  double 
impression  were  thus  rendered  unnecessary  and  an  eco¬ 
nomical  two  color  job  produced  in  a  single  printing.  The 
complete  line  of  Bond  bags  carry  the  same  design. 

Dakins  Succeeds  Hahn 

(Continued  from  page  15) 

the  unanimous  support  and  friendship  Dakins  has  won 
from  the  NRDGA  staff.  The  talent  for  making  friends  is 
an  indispensable  quality  in  the  head  of  a  large  organization, 
but  it  is  not  too  often  found  in  combination  with  outstand¬ 
ing  administrative  ability.  Dakins  is  the  rare  man  who  has 
both  qualities." 

Robert  Seidel  said:  “As  chairman  of  NRDGA’s  Executive 
Committee,  I’ve  worked  with  Gordon  Dakins  since  January. 
Over  the  months  I  have  become  deeply  convinced  that  the 
Association  had  exactly  the  right  man  trained  and  ready 
for  the  day  when  he  would  be  needed.” 

Dakins’  retail  training,  after  his  graduation  from  the 
University  of  Manitoba,  began  with  the  Hudson’s  Bay  Co. 
Later  he  became  retail  credit  manager  of  the  British-Ameri- 
can  Oil  Co.,  and  in  1942  educational  director  of  the  Na¬ 
tional  Retail  Credit  Association.  In  1944  he  was  appointed 
manager  of  the  Credit  Management  Division  of  the  NRDGA. 

Although  the  heaviest  burden  has  been  shifted  to  the 
youngest  shoulders,  the  new  NRDGA  setup  leaves  intact  the 
existing  management  triumvirate.  Lew  Hahn  continues  as 
president  and  treasurer,  and  Gordon  K.  Creighton  as  assist¬ 
ant  general  manager  and  assistant  treasurer.  Creighton,  one 
of  retailing’s  most  perceptive  analysts  and  eloquent  spokes¬ 
men,  gave  up  the  post  of  general  manager  at  Conrad  &: 
Co.  to  put  himself  at  the  services  of  the  government  dur¬ 
ing  the  war,  and  in  1944  joined  the  NRDGA.  Of  Dakins’ 
appointment  Creighton  said:  “A  well-run  business  will 
always  find  its  future  leaders  within  its  own  organization. 
Dakins  has  the  qualities  this  most  important  post  requires— 
the  drive,  the  youth,  the  diplomacy,  and  the  sheer,  absolute 
love  of  the  job  which  makes  a  great  executive.” 


Answers  to  The  People  I 

(Continued  from  page  35)  I 

higher  wages,  except  when  they  were  accompanied  Ijy  highJ 
productivity.  This  is  a  natural  consequence  of  the  faa  thal 
85  per  cent  of  the  final  price  of  all  goods  and  services  reprfl 
sent  wages.  In  other  words,  all  but  15  per  cent  of  the  conl 
sumer’s  dollar  goes  to  cover  the  cost  of  hiring  people.  I 

The  eighth  question:—  I 

"Has  the  cost  of  living  risen  faster  than  wages?"  I 

On  the  contrary,  wages  have  kept  ahead  of  the  cost  ol 
living.  Actual  earnings  were  63  cents  per  hour  in  1939,  anj 
$1.29  |>er  hour  in  1948,  an  increase  of  103  per  cent.  CostcJ 
living  was  99.4  in  1939  and  168.8  in  1948,  an  increased 
only  69.8  p>er  cent.  I 

The  ninth  question:—  I 

"Are  federal  employees  increasing  in  number  unduly?'! 

When  it  comes  to  breeding  it  seems  as  though  federal 
bureaus  could  give  lessons  to  guinea  pigs.  In  1930,  we  haJ 
approximately  half  a  million  federal  employees.  By  194fl| 
we  had  approximately  one  million.  Now,  three  years  afteil 
V.  E.  Day,  we  have  over  two  million  federal  employeel 
exclusive  of  military.  I 

The  tenth  question:—  I 

"Has  the  cost  of  government  risen  unduly?"  I 

The  answer  to  that  one  is  “and  how!”  In  1930,  it  cosi 
us  about  $4  billion  to  run  the  federal  government.  In  194(i| 
ten  years  later,  it  cost  approximately  $10  billion  to  niil 
the  federal  government.  This  year  it  will  cost  us  about  $}■ 
billion  to  run  the  federal  government.  Incidentally,  thJ 
nation’s  fcxxl  bill  last  year  was  about  $50  billion.  Actualhl 
it  costs  us  almost  as  much  to  support  the  federal  governnieni 
as  to  feed  all  of  our  families.  I 

The  eleventh  question:—  I 

"Does  the  cost  of  government  adversely  affect  I 

private  business?"  I 

One  answer  is  that  it  begets  high  taxes  which,  in  lunJ 
dry  up  risk  capital.  Around  the  turn  of  the  century,  ouil 
cost  of  government  was  less  than  five  per  cent  of  ouJ 
national  income.  That  left  available  an  abundance  ol 
private  funds  for  investment  in  business  expansion  and  neJ 
industries.  Without  this  venture  money,  we  could  not  havJ 
developed,  virtually  from  scratch,  such  huge  industries  J 
the  automotive,  aviation,  radio,  moving-picture,  etc.,  no*l 
providing  jobs  for  millions.  This  year,  the  cost  of  govern! 
ment  will  amount  to  about  a  fourth  of  our  national  incomt 
Our  tax  bill,  to  cover  this  cost,  will  be  close  to  $50  billion 
(40  for  federal  taxes,  and  ten  for  state  and  local). 

The  twelfth  question:— 

"Has  the  federal  government  contributed  to  our 

present  inflation?"  I 

The  greatest  single  cause  for  our  present  inflation  lies  m 
the  federal  government’s  reckless  increase  of  our  nioDf 
supply.  Generally  speaking,  money  supply  means  the  liqui<i 
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tunds  in  the  hands  of  the  public.  This  represents  the  total 
(1)  currency  in  circulation,  (2)  bank  deposits,  (3)  redeem¬ 
able  government  securities  outstanding.  Our  money  supply 
in  1937  was  $65  billion.  By  1946  it  had  jumped  to  $216 
billion.  Despite  the  cessation  of  hostilities,  it  then  contin¬ 
ued  to  grow  to  a  present  total  of  approximately  $230  billion. 
In  other  words,  during  the  past  ten  years  the  increase  in  our 
money  supply  about  equalled  the  jump  in  government 
spending— an  increase  of  close  to  400  per  cent. 

The  thirteenth  question:— 

"Are  capital  requirements  of  more  concern  to  ownership 
than  to  labor?" 

They  would  seem  to  be  of  equal  concern  to  both.  From 
the  end  of  the  Civil  War  up  to  1929,  our  country  increased 
the  production  of  all  goods  about  four  per  cent  every  year. 
.•\ided  by  low  taxes,  about  one-fifth  of  all  output  was  de¬ 
voted  to  capital  formation.  From  1929  to  1939,  which  were 
years  of  relatively  high  taxation,  this  trend  was  sharply  re¬ 
versed.  Today,  the  country’s  productive  organization  is  in 
dire  need  of  extensive  rehabilitation.  The  risk  capital  to 
finance  this  rehabilitation  is  not  available.  Business  has 
been  forced,  to  a  larger  extent  than  ever  before,  to  borrow 
from  banks  the  money  that  it  needs  for  capital  exjjenditures. 
Until  this  fundamental  situation  is  remedied,  the  job  of 
every  working-man  is  being  jeopardized. 

The  fourteenth  question:— 

"Do  we  need  more  government  controls?" 

In  my  opinion,  a  free  economy  is  infinitely  more  produc¬ 
tive  and  effective  than  a  controlled  economy.  A  limited 
amount  of  government  regulation  is  undoubtedly  desirable. 
Business,  however,  should  be  given  every  opportunity  for 
self-regulation  within  the  frame-work,  of  course,  of  no 
monopoly  and  no  price-fixing.  Government  controls  in¬ 
variably  breed  bureaucracy  and  foster  regimentation. 

The  fifteenth  question:— 

"Can  prices  be  effectively  held  down  by  an  O.  P.  A.?" 

History  has  invariably  answered  this  one  in  the  negative. 
Price  controls  per  se  are  futile  without  rationing  and  con¬ 
trols  over  wages,  raw  materials,  exports,  plus  all  of  the 
“musts”  that  add  up  to  a  completely  planned  economy.  As 
to  the  kind  of  an  O.  P.  A.  that  functioned  under  Mr.  Chester 
Bowles,  virtually  every  merchant  in  the  country  will  testify 
that  this  resulted  in  artificial  shortages,  decreased  produc¬ 
tion,  quality  deterioration  and  black  markets.  The  sum 
total  was  higher,  rather  than  lower,  prices  to  the  consumer. 

The  sixteenth  question:— 

"How  fair  is  the  Taft-Hartley  Act?" 

\  nation-wide  f>oll  revealed  that  54  pter  cent  of  all  the 
workers  queried  thought  that  Congress  should  not  have 
f>a$sed  the  Act.  However,  when  the  ten  most  controversial 
provisions  of  the  Act  were  presented  individually,  an  over¬ 
whelming  majority  of  the  workers  approved  all  ten  of  the 
provisions. 

The  seventeenth  question:  — 

"Is  American  business  mindful  of  its  social 
responsibilities?" 

y* 


I  believe  that  this  awareness  is  constantly  increasing.  ] 
know  of  very  few  businessmen  today  who  would  return,  i 
they  could,  to  the  days  of  Harding’s  “normalcy,”  Coolidge’, 
“laissez-faire”  or  Hoover’s  “complacency.”  Enlightened  sei! 
interest  also  calls  for  the  highest  p>ossible  standard  of  liviti! 
The  higher  the  standard,  the  greater  the  purchasing  powt 
of  the  consuming  public. 


The  eighteenth  question:— 

"How  high  is  our  present  standard  of  living?" 

Compared  with  the  rest  of  the  world,  it  is  high  beyor,. 
any  reasonable  comparison.  Although  less  than  six  per  ceii 
of  the  world’s  people  live  in  the  U.  S.  A.,  this  small  ininoriu 
nevertheless,  has  more  than  half  of  the  world’s  supply  o 
automobiles,  radios,  refrigerators  and  other  major  app!:|| 
ances.  We  also  use  almost  half  of  the  world’s  supply  o| 
wool,  soap  and  rubber.  We  individually  consume  well  o\(  'i 
3,000  calories  of  food  per  day,  almost  double  that  of  rru 
other  countries. 


The  nineteenth  question:— 

"How  great  is  American  opportunity?" 

Much  greater  than  the  average  person  thinks  it  we  ma 
judge  by  a  recent  poll  which  revealed  that  four  people  oi 
of  every  ten  queried  preferred  to  work  for  a  governme! 
agency  rather  than  for  a  private  enterprise.  The  reawji 
given  were  as  follow's:— “more  permanency,  less  pressuK 
few'er  ups  and  downs.”  |ust  around  that  time,  another  su; 
vey  was  made  as  to  the  starting  salaries  of  the  chief  execi 
tives  of  50  of  our  largest  corporations.  It  was  found  tha 
these  men  had  started  work  at  an  average  salary  of  onl 
$13.50  p)er  week.  Their  present  salaries  were,  as  might  lx 
exp>ected,  in  the  highest  income  brackets. 


The  twentieth  question:  — 

"What  is  the  future  of  the  American  enterprise  system?  [I 

First,  let  us  realize  that  the  lights  of  democratic  capital! 
ism  have  already  gone  out  in  most  other  countries  in  th 
world.  Most  of  these  countries  have  gone  in  for  some  fon. 
of  collectivism,  either  socialism  in  a  small  w’ay  or  coniniii 
nism  in  a  big  way.  Whether  or  not  we  follow  their  exampl 
depends  upon  the  will  of  the  people.  That  is  why  it  appear^ 
to  me  so  vitally  important  that  we  all  have  the  right  answr 
to  these  various  economic  questions. 

Personally,  I  believe  that  the  enterprise  system  will  en 
dure  because  it  flows  from  the  political  and  moral  principlf 
found  in  the  Constitution.  The  essence  of  these  principlo| 
can  be  simply  stated  as  “liberty  under  the  law.”  Under  th? 
enterprise  system,  the  hidden  hand  of  competitive  pricr 
costs  and  profits  does  most  of  the  job  of  allocating  th^ 
country’s  resources.  At  the  same  time,  representative  go' 
ernment  provides  the  framework  for  releasing  the  dynanii 
initiative  and  boundless  energy  of  our  people.  Working  a 
a  team,  we  can  all  march  forw’ard  together  towards  the  kini 
of  peace  and  prosperity  that  only  a  free  people,  aroused  an< 
determined,  can  hope  to  attain. 


Excerpts  from  Major  Naiiim's  address  at  a  luncheon  given  hy  tl 
NRlKi.’X  in  honor  of  a  group  of  college  teachers  on  their  completion  i 
a  seminar  on  clothing  and  textiles  at  Syracuse  University. 
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listening  audience  tor  Teen  Time. 
The  big  August  Jamboree  was  to  cli¬ 
max  the  pre-broadcast  drum  beating. 

Plans  for  the  Jamboree  included  a 
pre-dance  fashion  showing  of  boy’s 
and  girl’s  styles,  a  series  of  skits,  the 
big  dance  and  a  plentiful  supply  of 
coke  for  the  hoofers.  For  the  occasion 
Burdine’s  rented  the  Municipal  audi¬ 
torium.  Tickets  to  the  Jamboree  were 
free  with  only  one  string  attached: 
that  each  teen  pick  up  his  ticket  at 
Burdine’s  and  enter  his  or  her  name 
and  address  on  the  Jamboree  register. 
This  clever  method  of  doling  out  the 
tickets  furnished  the  store  with  an  ac¬ 
curate  mailing  list  of  almost  2000 
teens,  a  list  which  was  to  form  the 
backbone  of  a  direct  mail  campaign  in 
support  of  the  Teen  Time  program 
and  for  a  mail  survey  of  teen  prefer¬ 
ences.  Results  of  the  survey  furnished 
the  store  with  an  accurate  list  of  the 
teens’  preferences  on  summer  activi¬ 
ties  and  their  thoughts  on  how  Bur¬ 
dine’s  could  best  cooperate  in  making 
their  wishes  come  true.  The  list  fur¬ 
nished  a  lot  of  good  answers  to  teen 
preferences,  it  also  spread  a  lot  of  good 
will  for  Burdine’s. 

Building  a  High  Hooper 

The  success  of  the  Jamboree  gave 
Teen  Time  a  big  shove  toward  its 
three-pronged  goal  of  making  good 
public  relations  for  Burdine’s,  of  a 
liigh  Hoop)er  rating  and  of  mak’ing  the 
cash  registers  ring  in  the  store’s  ex¬ 
panded  Teen  department.  But  no  one 
was  going  out  on  the  limb  in  guaran¬ 
teeing  success  for  the  new  promotion. 
There  were  too  many  untested  ele¬ 
ments  in  its  make-up  which  would 
have  to  undergo  the  test  of  time.  The 
Iward  of  teens  were  enthusiastic  and 
their  work  reflected  their  enthusiasm. 
A  typical  broadcast  opened  with  a  hot 
record,  switched  to  a  snappy  rundown 
of  high  school  sports,  to  more  records, 
raised  the  curtain  on  a  comedy  skit 
based  on  the  eccentricities  of  teens, 
changed  the  tempo  to  a  serious  forum 
discussion  on  teen  marriages  and 
found  up  with  more  records.  It  was 
staged  with  that  wonderful  informali¬ 
ty  that  only  teens  can  achieve.  (Full 
length  transcriptions  of  some  Teen 
Time  programs  as  well  as  sample 


scripts  are  available  to  stores  through 
NRDGA’s  Sales  Promotion  Division.) 

Teen  Time  began  its  run  in  August 
of  1947.  In  January  as  the  program 
neared  the  six-month  mark,  the  time 
had  arrived  to  weigh  the  evidence  and 
to  evaluate  the  success  of  overall  teen 
promotion.  With  traffic  in  the  teen 
department  heavy  and  with  sales  show¬ 
ing  a  string  of  pluses  over  pre-promo¬ 
tion  days— one  dress  model  sold  3200 
units— the  big  question  mark  was  the 
importance  of  the  role  of  the  Teen 
Time  show.  Did  it  have  a  high  rat¬ 
ing  with  the  teens  in  the  Miami  area 
and  was  it  chiefly  responsible  for  the 
growth  in  teen  sales?  Or  was  this  sales 
increase  simply  the  result  of  normal 
advertising  which  pre-dated  the  Teen 
Time  broadcast?  To  apply  the  popu¬ 
larity  yardstick  Burdine’s  called  in  an 
indep>endent  research  firm  whose  rep¬ 
resentatives  took  to  prowling  the  halls 
of  three  of  the  leading  high  schools 
making  like  C.  E.  Hooper.  What  they 
heard  and  recorded  on  the  radio  pref¬ 
erences  of  Miami's  teens  sounded  to 
Burdine’s  board  of  strategy  like  a  “Hit 
the  Jackpot’’  telephone  call.  Teen 
Time  registered  a  solid  28  rating 
in  straight  program  popularity,  a 
ranking  putting  it  in  the  Fred  .Allen, 
Benny,  Hope  class.  For  a  Saturday 
.A.M.  broadcast  to  achieve  such  a  rat¬ 
ing  was  almost  unheard  of  in  radio 
circles.  Anything  around  10  for  a 
morning  show  is  considered  excellent. 
And  the  good  news  did  not  stop  there. 
Insofar  as  teen  programs,  both  local 
and  national,  were  concerned  Teen 
Time  was  the  overwhelming  favorite. 
No  other  program  of  its  type  was  w'ith- 
in  calling  distance. 

The  survey  also  show'ed  that  84  per 
cent  of  those  sampled  were  regular 
radio  listeners.  .Asked  to  list  their  pref¬ 
erences  on  the  format  of  their  ideal 
program  the  students’  gave  the  top 
four  places  on  their  list  to  recordings, 
discussions  of  teen-age  problems, 
sports  news  and  school  social  news. 
Putting  the  listening  figure  and  the 
preferences  together  Burdine’s  found 
their  “room  for  improvement”  factor. 
Here  was  the  large  majority  of  stu¬ 
dents  listed  as  regular  radio  listeners 
and  an  equally  large  majority  of  them 
preferring  the  almost  exact  [)rogram 


format  of  Teen  Time.  High  as  TeJ 
Time’s  28  program  rating  is 
dine’s  is  convinced  that  with  a  strong 
er  promotional  push  they  may  captut 
an  even  larger  .segment  of  the  big  q 
per  cent  of  the  teens  who  are  revu'-S 
listeners.  Regular  newspaper  adn 
rising  is  now  being  supplemented  bt; 
heavy  specialized  campaign  in  sup 
port  of  the  radio  show  and  in  playinj 
up  the  store’s  high  school  shop  an 
new  auditorium. 

Shocking  Suggestion 

One  important  and  rather  unex 
|>ected  revelation  of  the  survey  va 
the  suggestion  from  the  teens  that  tw 
commercials  be  included  in  the  pro 
gram.  Too  startled  at  this  un-lislcia, 
like  request  to  argue  Burdine’s  grj 
ciously  complied.  The  show  now  ha 
its  commercials. 

Burdine’s  is  now  armed  with  ihi 
experience  of  handling  a  big,  full-tim 
teen  promotion  and  with  the  know! 
edge  that  their’s  is-  the  right  formut 
for  winning  the  goodwill  of  the  teeih 
and  for  providing  the  high  school  sc 
with  the  entertainment  it  wants.  1 
isn’t  letting  this  knowledge  or  expen 
ence  be  put  into  mothballs  either  foi 
already  the  pattern  for  successful  teti 
promotion  has  been  extended  to  Bur 
dine’s  Fort  Lauderdale  and  West  Pain 
Beach  stores.  In  West  Palm  Beach  tht 
store  is  using  the  program  to  help  th; 
Junior  Chamber  of  Commerce  raiv 
funds  for  a  much  needed  Teen  Chenier 

In  both  of  these  locales  the  Miami 
promotion  technique  is  being  fol 
lowed:  a  school  board  formetl,  a  tetn 
age  festival  held  and  local  teen  talent 
recruited  for  the  production  of  a  radio 
show  similar  to  Teen  Time.  .Anothc 
phase  of  the  program  is  to  be  inaugu 
rated  soon  called  “Pre-Teens”.  But 
dine’s  hasn’t  a  teen  problem  any  Ions 
er  but  its  work  on  teen  promotions  ha 
only  just  begun.  I 


FOR  SALE 

Four  Model  283-C  completely  elec¬ 
trified  automatic  balance  Remin9ton 
bookkeeping  machines  equipped  with 
six  registers  and  one  crossfooter;  else 
stands.  Used  for  two  years.  Writs 
J.  I  -48.  STORES.  1 00  W.  3 1  St..  N.  Y.  I. 


54 


October,  1' 


achieve  distinction 
for  only  a  fraction  of  a  cent  more 


Tfi*  N«w  Bond  Fifth  Avonut  Storo 
Bmbodiot  All  Now  Up-lo-Doto 
AAorchondi$ing  Priniiplot 
in  Store  Decor  ond  Operotlon 


Bond  Stores  hove  also  gone  ''Fifth 
Avenue"  on  their  bags  and  wrapping 
— For  only  a  fraction  of  a  cent  more 
per  transaction,  Equitable  has  created 
for  Bonds  a  distinctively  attractive 
blue  100%  kraft  paper.  This  Bond 
Blue  automatically  identifies  a  Bond 
customer*  wherever  he  or  she  is  seen 
carrying,  a  purchase  from  Bonds.’ Not 
only  has  Bond  adopted  this  attractive 
packaging  set-up  for  their  fashionable 
new  Fifth  Avenue  store,  but  also  for 
their  entire  national  chain. 

Equitable's  strategically  located  paper 
mill  and  bag  factories  are  ready  to 
serve  you  too!  Send  a  sample  of  your 
printed  bag.  Note  quantities  used  an¬ 
nually.  Equitable  will  submit  direct- 
from-mill  quotations. 


Equitable  hat  a  bag  far  every  merchanditing 
requirement:  three  most  papular  stylet; 

1.  Take-hold  style  with  double-locking  feature. 

2.  Bag  of  tomorrow  with  envelope — type  flop. 

3.  Standard  Hound  lip  Bag. 


47-00  THIRTY-FIRST  PLACE 


This  Little  Buyer 

(Continued  from  page  29) 
j>okes  someone  else  in  the  fanny. 

When  the  bus  arrives  for  the  trip  to 
Jersey  City  I  am  standing  in  front  of 
tlie  hotel,  feeling  efficient.  The  bus 
driver  asks  for  my  ticket  and  for  a 
second  I  think  what  ticket?  Then 
I  recall  that  it’s  in  my  order  book,  and 
I  have  packed  the  order  book  in  the 
bottom  of  my  bag  with  the  reflection 
that  I  never  want  to  see  an  order  book 
again.  Now  there  is  a  slight  delay 
while  I  unpack  my  bag  right  there  on 
the  sidewalk.  The  wind  is  blowing  my 
hat  off,  the  bus  driver  stands  there 
with  hands  on  hips,  passengers  are 
staring,  and  my  friend  the  jovial  door¬ 
man  is  muttering  under  his  breath.  I 
think  he’s  saying  something  about 
hicks  from  the  sticks.  The  bell  hop 
who  carried  my  bags  out  is  standing 
some  distance  away,  waiting  for  his  tip 
and  also  trying  to  look  as  if  he  never 
saw  me  before  in  his  life.  I  get  down 
to  l)edrock  in  the  suitcase  and  there  is 
the  order  book  and  the  ticket  right 
where  I  put  it.  I  hand  it  over  with  a 
triumphant  smile— general  effect,  “See, 

I  knew  where  it  was  all  the  time.’’ 

Doubts  and  Resolutions 

Finally  I  am  on  my  v\'ay  home  from 
another  successful,  exciting,  glamour¬ 
ous  buying  trip.  The  train  is  crowded 
with  buyers.  “Did  you  see  the  Rosen- 
bloom  line?,’’  I  hear  someone  say,  “It 
was  wonderful  this  year.’’  That’s  the 
line  I  thought  was  such  a  stinker.  May¬ 
be  I’m  wrong.  I  must  be  wrong. 
Twelve  long  years  in  this  business— 
surely,  surely  there  must  be  an  easier 
way  to  make  a  living.  I’ll  quit  when 
I  get  home:  I’ll  sell  out  lock,  stock 
and  all  of  it.  Baby  sitting  sounds  like 
a  nice  kind  of  job. 

These  are  the  things  I  tell  my  hus¬ 
band  when  lie  meets  me  next  day.  But 
he  just  grins  at  me  and  says,  “Oh, 
that’s  the  way  you  talk  every  time  you 
come  from  market.  You’ll  feel  dif¬ 
ferent  tomorrow.’’ 

That  night  some  friends  drop  in 
and  they  want  to  know  what’s  new  in 
New  York  and  whom  did  I  see  and 
wasn’t  it  simply  too  exciting,  and  they 
say,  “I  would  give  almost  anything  to 
have  a  little  shop  of  my  own  .  .  .’’ 
Well,  maybe  I  wouldn’t  be  happy 
without  it.  Or  wouldn’t  1? 


STEIN  ADD-A-SECTION  FINISHERS  TABLES 


Save  Steps,  Time  and  Money 

jyjAY  be  installed  in  any  number  of  sections  and  added  to  as  your 
■"■hand-finishing  requirements  may  demand.  They  are  designed 
for  your  Alteration  Departments— correct  types  for  both  ladies’  and 
men’s  work.  Adjustable  steel  legs,  |x)lished  hardw'ood  tops,  foot  rests 
and  drawers  and  furnished  with  incandescent  or  fluorescent  lights; 
these  are  just  a  few  of  their  many  features. 

STEIN  ADD-A-SECTION  FINISHERS  TABLES  are  saving 
space,  footsteps,  time  and  money  for  hundreds  of  Leading  Depart¬ 
ment  Stores  and  Specialty  Shops  throughout  the  country— and  they’ll 
do  this  for  you. 

• 

lllusiratiuii  to  the  right  shows  the 
type  of  .Add-.\-Section  Tables  designed 
and  recommended  for  Men’s  .Alteration 
Departments  where  the  saving  in  time, 
labor  and  steps  is  as  great  as  the  tables 
illustrated  above  provide  for  Women’s 
Alteration  Departments.  Let  us  not 
overlook  the  need  of  holding  down  the 
cost  of  alterations  on  men's  clothing 
the  same  as  we  do  with  ladies’  wear. 


Please  write  us  for  full  in¬ 
formation  about  these  Stein 
units  —  your  inquity  will 
receive  prompt  attention. 


LAWRENCE  M.  STEIN  C03tRANy 

OiS~S2S  Van  Buren  Street  .  .  CMeago  7,  Mttinoia 
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Woodward 
aad  Lothrop 

costomers 

like 

fast  credit 
authorization 
from 

Diebold  V 
cycle  desks. 


Four  Woodward  &  Lothrop  stores  in  and  near 
Washington,  D.  C.  clear  credit  authorization  through  a 
central  switchboard  from  centralized  accounts 
housed  in  Diebold  V-Line  Cycle  Desks.  During  the  last 
holiday  season,  clerks  rarely  waited  more  than  eight  seconds 
for  response  from  the  authorizing  switchboard! 

Many  authorizations  were  completed  in  thineen  seconds 
.  .  .  the  average  was  twenty  to  twenty-five  seconds. 

This  pronounced  improvement  in  the  speed  and  accuracy 
of  authorization  has  greatly  increased  c'ustomer 
good-will.  The  accompanying  drop  of  80%  in  the 
complaints  resulting  from  billing  errors  has 
further  increased  good-will.  January  coUeaions 
were  the  best  in  many  years. 


Phone  your  local  Diebold  man,  he’ll  explain  how  the 
in-built  speed  and  flexibility  of  Diebold  V-Line  Cycle  Desks 
can  reduce  your  costs  and  build  good-will  for 
fast,  accurate  customer  service— or  write  Diebold,  Inc, 

1627  Fifth  Street,  S.W.,  Canton  2,  Ohio. 


Diebold 

Systems 


\\\\  ////  == 

VfRTICAL  VISIBlt  MICROFILM 


=  iKy 


RECORD-HANDLING 


MKROFHM  •  ROTARY,  VERTICAL  AND  VISIIIE  FIIIN6*EQUIPMENT  •  SAFES,  CHESTS  AND  VAULT  DOORS  •  lANR  VAULT  EQUIPMENT  •  lUROlAR  ALARMS 
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Are  you  making  paper  dolls 
out  of  your  customers? 


Have  you  been  trying  to  fit  differently  pro¬ 
portioned!  eusloiners  in  obl-fa(»liioned  “stand- 
ard-nized"  girdles  .  ,  ,  as  if  those  customers 
were  paper  dolls  cut  from  the  same  pattern? 

•  A  close  check  on  lost  customers  will  tell  you 
that’s  the  quickest  way  of  cutting  customers— 
right  out  of  your  life! 

•  That's  why  Earner's  3-Viay-Sized  founda¬ 
tions  let  your  customers  pick  their  exact  size, 
then  (1)  choose  their  length...  (2)  choose 
their  hip-size  ...  (3)  choose  just  the  control 
they  want. 

•  With  Warner’s  3-Way-Sized  line  as  your 
basic  line,  you’ll  be  treating  your  customers 


as  the  individuals  they  are  instead  of  look- 
alike  cut-outs. 

•  1*.S.  Warner  bras  arc  3-Way-Sized,  too.  with 
choice  of  hand,  cup  and  uplift. 

LE  CANT*  •  WARNERETTE*  •  REDFERN*  •  A’LCRE* 
“FREE-LIFT”  •  ABC*  ACl'HABET*  •  STA-L’P-TOP* 

W5^ner’S‘ 

•R«g.  U.  S.  Put.  OtI.  The  Warner  ItrotherH  Co..  Hri<lK^*l>ort  1,  Conn., 

Na»w  York  10,  Cliirjiflro  O,  Suit  l-'raucisoo  8. 


October, 


THfc  approach  ol  a  new  season  finds  manutaciurers  in¬ 
dulging  in  a  guarded  optimism  which  stores  may  inter¬ 
pret  as  a  gcKKl  sign  for  corset  department  oijeration  during 
tlie  coining  months. 

.Most  important  single  factor  is  the  greater  availability  of 
materials.  Comf>etition  is  creeping  back  slowly  into  the 
fabric  markets.  In  general  fabric  deliveries  are  gotxl.  The 
(otton  .situation  is  particularly  improved.  Practicallv  any 
construction  can  be  had  at  a  fair  price.  Rayon  is  readily 
available  but  leading  fabric  mills  are  still  on  a  quota  basis 
on  quality  rayon  satins.  New  mills  have  been  devoted  to 
nylon  manufacture  and  prcxluction  needs  of  the  industry 
are  being  met  fairly  well.  However  the  difficulty  of  getting 
suitable  nylon  fabrics  in  sufficient  quantity  is  a  j>ersistent 
nagging  headache  for  most  manufacturers,  who  hesitate  to 
translate  a  garment  into  nylon  without  assurance  that  they 
will  be  able  to  back  it  up  with  prcxluction  as  orders  arc- 
received. 

Tcxlay  practically  all  elastics  are  of  real  natural  rubber. 
I'lifortunately  the  rubber  quality  is  not  yet  back  to  pre-war 
standards.  I’neven  dimension  and  stretch  show  up  un¬ 
pleasantly  in  sucih  sheer  elastic  fabrics  as  fxiwer  net.  Manu¬ 
facturers’  insistence  upon  quality  is  the  reason  why  power 
net  continues  rather  scarce  on  their  lines.  The  situation  is 
righting  itself  slowly. 

-Vttractive  laces  are  available  for  the  coining  season.  .Most 
lines  that  traditionally  have  used  considerable  lace  now  are 
iucluding  the  beautiful  .\lencon  ty|x;  trims  and  sections 
once  more.  .\t  last  nylon  lace  is  to  be  had.  Really  attractive- 
types  and  patterns  are  scarce  but  when  obtainable  these 
accent  the  nylon  garments  so  exquisitely  that  it  is  difficult 
to  realize  their  essentially  hardy  wearing  quality. 

All  findings  are  plentiful,  varied,  and  of  gcxxl  cpiality. 

Production  Costs  Stay  Up.  .All  fabric  costs  except  cotton 
are  still  considered  high  by  the  industry.  Recently  there 
have  been  small  price  advances  in  rayon  and  also  in  such 
findings  as  employ  steel  in  their  manufacture.  The  con¬ 
sensus  of  market  opinion  is  that  there  will  be  no  further 
price  increases  in  any  materials  and  that  after  a  leveling  off 


periixl  gradual  decreases  may  fie  Icxiked  for. 

l.abor  now  is  tire  qualifying  factor  in  pnxluction  cost  and 
there  is  no  indication  that  labor  costs  w'ill  decline  w'ithin 
the  foreseeable  future.  Within  the  past  few  months  labor 
has  won  a  15  per  cent  wage  increa.se.  Most  manufacturers 
anticipate  that  rhtre  will  fx-  one  more  pay  licxjst  before 
inflation  is  halted  and  theii  labor  costs  become  stabilized. 
They  consider  it  unlikely  that  anything  short  of  a  national 
depression  will  firing  labor  prices  materially  lower. 

More  Intrinsic  Value  in  Garments.  The  corset  market  con¬ 
tinues  sensitive  to  the  need  for  giving  the  consumer  a  gocxl 
ilollar’s  worth.  .Many  resources  would  like  to  be  able  to 
firing  the  prices  down  on  many  of  their  regular  numbers, 
lint  since  they  do  not  find  it  possible  to  drop  the  price 
sufficiently  to  tie  in  with  their  next  lower  retail  level,  they 
are  compensating  liy  raising  the  quality  of  the  garment  in 
various  ways.  \  certain  upper-bracket  resource  which  found 
it  necessary  to  raise  its  prices  during  the  war  and  post-war 
periods  does  not  plan  to  return  again  to  former  levels. 
But  as  an  example  of  the  improved  quality  of  its  garments, 
a  popular  number  always  previously  made  of  cotton  bro¬ 
cade  now'  is  being  created  in  nylon  brocade,  with  nylon  in¬ 
stead  of  cotton  lining,  and  with  nylon  elastics— thus  offering 
less  weight  with  firmer  support,  greater  service  with  in¬ 
creased  luxury;  in  all  a  much  better  intrinsic  value. 

Production  Concentrates  on  Lower  Brackets.  I  he  general 
intention  throughout  the  corset  market  is  for  each  house 
to  concentrate  production  effort  on  its  own  lower  price 
brackets  wherever  consistent  with  quality.  1  here  is  a  con¬ 
scientious  desire  to  supply  to  the  stores  the  types  desired, 
at  the  most  wanted  price  levels,  each  manufacturer  working 
out  the  prciblein  according  to  his  best  ingenuity. 

.V  special  c-Hort  is  being  made  to  develop  lower  priced 
junior  garments.  .Manufacturers  as  well  as  stores  are  aware 
that  there  is  a  vast  unrealized  potential  of  business  in  the 
junior  held,  but  that  the  junior  cu.stomer  must  be  woex-d  on 
her  own  terms— with  light-weight,  colorful,  eye-appealing 
garments  at  budget  prices.  The  introduction  of  nationally 
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The  controversy  continues  re^ardin^  the  advan* 
ta(<e8  and  disadvantages  of  the  early  corset  market 
week  dating.  A  majority  of  the  store  buyers  and  mer¬ 
chandise  managers  would  prefer  a  return  to  the  old 
system,  but  the  weight  of  logic  would  appear  to  be 
on  the  side  of  the  minority — and  of  the  market. 
Whether  or  not  the  average  customer  is  ready  to  buy 
her  spring  girdle  in  January  at  the  time  spring  ap¬ 
parel  fashions  first  are  shown  in  the  stores,  it  is  promo- 
tionally  inept  to  have  nothing  new  to  show  her  in  the 
corset  department  until  two  months  later.  Moreover, 
an  early  opportunity  to  review  the  lines  of  the  coming 
season  should  enable  a  buyer  to  do  her  advance  plan¬ 
ning  more  intelligently. 

Manufacturers  insist  they  will  not  go  back  to  the 
old  practice  of  building  up  stocks  in  anticipation  of 
advance  season  orders,  and  that  they  will  not  assume 
the  risk  of  investment  so  long  as  stores  will  not  an¬ 
ticipate  their  reasonable  needs  with  orders.  With 
changing  conditions,  intentions  are  modified,  of 
course.  The  fact  that  during  the  recent  lull  in  market 
business  various  manufacturers  grasped  the  oppor¬ 
tunity  to  make  up  limited  advance  stocks  of  running 
numbers,  indicates  that  eventually  competition  and  a 
buyers’  market  will  swing  manufacturers  hack  into 
pre-war  practices. 

That  time  has  not  yet  arrived,  however;  and  man¬ 
agements  which  delay  their  buyers'  spring  market 
trips  until  January  1949,  as  some  plan  to  do,  must  be 
prepared  to  see  their  more  alert  competitors  get  the 
jump  on  them  with  the  new  stock  and  new  promo¬ 
tional  ammunition. 


Warner's  Le  Gant  tll-ii 
satin-dotted  batiste  with 
satin-dotted  elastic  back 
panels.  Sheer  nylon  bust 


Munsingwear  srep  in  girdie  in  nyion 
with  leno  elastic  side  sections,  one¬ 
way  stretch  figured  batiste  front 
and  back  panels.  Bra  of  nylon  satin. 


yon  satin  bra  with  ribi 
ading  and  lace  straps 
itchinn  garter  belt.  From  L 


Maiden  Form's  new  "Dec-la-tay"  is 
deep-cut  at  the  front,  but  gives  ex¬ 
cellent  uplift.  Bandeau  or  band. 


advertised,  pre-packaged  junior  garments,  with  self-service 
display  fixtures  available  to  be  placed  not  only  in  the  corset 
department  but  also  at  other  suitable  p)oints  throughout  the 
retail  stores,  indicates  a  new  trend  in  apptealing  to  this  elu¬ 
sive,  highly  desirable  customer  group. 


Warner's  sheer  pantia  91 
juniors  has  a  narrow  "Sts- 
waistband.  Satin  elastic  b 
front;  blue  feather-stitchi* 


Vogue  Foundations'  new  Fluidfit  gir¬ 
dle,  a  lightweight  garment  for  the 
large  figure.  All  elastic  and  satin 
lastex,  with  boning  anchored  at  top. 


Improved  Delivery.  Deliveries  are  getting  back  to  normal, 
and  most  stores  now  have  returned  to  a  unit  control  basis. 
Two  weeks  delivery  on  basic  stock  numbers  is  the  rule  in 
girdles,  corsets  and  all-in-ones,  with  new  numbers  for  spring 
expected  to  be  on  a  six  to  eight  weeks  basis.  Brassiere  busi¬ 
ness  has  been  so  phenomenal  that  many  resources  have 
fallen  far  behind  on  their  orders,  and  now  are  quoting  six 
to  eight  weeks  delivery  on  present  numbers,  the  same  as  will 
apply  to  the  spring  line  additions. 

Recently  stores  have  been  conscious  of  lagging  deliveries 
on  higher  priced  goods.  Inability  of  manufacturers  to  build 
up  a  stock  of  the  finer  fabrics,  plus  continued  shortage  of 
workers  for  higher  priced  garments  accounts  for  the  slow¬ 
ness  on  most  high  style  lines.  Resources  that  cover  a  wider 
price  range  are  trying  to  fill  the  insistent  demand  for  their 
lower  priced  goods,  and  naturally  production  on  higher- 
bracket  merchandise  suffers  in  prop)ortion. 


rst  of  a  group  of  Model's 
p  bras  featuring  a  fused  in 
icing  lining. 


Strouse,  Adler's  "Smoothie"  girdle 
of  satin  elastic  with  fine  power  net. 
All  seams  fagoted.  Elastic  waist 
band  at  back  assures  excellent  fit. 


Francette's  high  style  girdle  rises  Lewella's  Wee  Bit  girdle  in  knitted 

four  inches  above  the  waist  line.  rayon  and  cotton,  with  two-way 

Nylon,  with  crepe  panels  and  leno  stretch,  and  can't-roll  top.  Nylon 

elastic.  Expansion  gores  at  back.  bra,  with  elastic  diaphragm  band. 

Formfit's  "Bobbie"  line  of  teen-age  bras,  briefs  and  britches  for 
girls  12  to  17.  Bras  are  cotton;  britches  and  briefs  are  nylon  Leno 
elastic,  with  a  pocket  in  each  containing  a  lucky  penny. 


Gossard's  Gossar-Deb  pantie  of 
elastic  lace  and  satin  elastic,  no 
boning  or  closure.  "Flair"  uplift 
brassiere  of  satin  elastic. 


IS  a  spring  breeze  is  Simone's 
ipron  back  garter  belt  of 
nylon  marquisette. 


trend  in  apparel  Cash  ion  tor  spring  offers  stores 
-*■  anew  the  opjxmunity  to  cash  in  through  their  corset 
sections.  The  significant  news  is  seen  in  three  silhouettes, 
each  of  which  places  emphasis  u])on  the  figure  anti  its  care¬ 
ful  corseting; 

1.  The  pencil,  or  "arrow-narrow"  silhouette.  In 
previous  fashion  eras  this  has  been  a  universally 
accepted  silhouette,  and  it  is  meeting  with  gtKnl 
initial  welcome  among  smart  women  at  this 
time.  In  its  present  versions,  it  may  be  plain 
and  tubular  as  to  skirt,  or  may  have  a  bustle,  or 
skirt  fullness  may  be  swept  .severely  toward  the 
back,  leaving  the  front  revealingly  nanow. 

2.  Dior's  "cyclone"  silhouette.  Torso  is  fitted  to 
slightly  below  the  waistline,  ami  the  skirt  then 
develops  on  exaggerated  and  undulating  full¬ 
ness.  This  is  a  new  treatment  of  a  basic  sil¬ 
houette  already  well  entrenched.  Modifica¬ 
tions  and  variations  of  it  undoubtedly  will  be 
popular. 

•S.  The  Empire  silhouette.  This  is  shortwaisted, 
with  softly  slender,  figure-following  skirt.  It  is 
the  most  drastic  departure  from  accustomed 
fashion,  ami  it  has  not  been  well  interpreteil  by 
most  of  the  apparel  designers  who  have  intro¬ 
duced  it  into  their  lines.  Better  interpretations 
may  appear  later.  The  principal  importance  of 
the  Empire  silhouette  at  this  time  is  that  it 
constitutes  an  initial  step  toward  raised  waist¬ 
lines,  and  thus  reaffirms  the  continuing  right¬ 
ness  of  the  corset  that  extends  three  or  four 
inches  above  the  waist. 


gned  "to  fit  70  out  of 
alterations.  Comes  in 
e.  Leno  elastic  sides. 


short,  average,  and  t. 
batiste  f  ont  and  back. 


well  accepted,  and  will  continue.  But  there  is 
fashion  interest  in  the  future  of  corselets,  in  a 
smallest  si/e  ranges.  Indeed  for  the  Empire  siliu 
corselet  woidd  be  a  "must.” 


Bra  Styling.  In  brassieres,  the  rounded  contour  is  replatind 
the  pointed,  the  latter  being  quite  out  of  keeping  with  the 
natural  sloping  shoulder  line  and  with  the  whole  spirit  ot 

still  important;  upl 
growi 

in-ones  have  given  women  so  much 


incoming  fashion.  Good  separation 
lift  is  universally  accepted;  the  .strapless  trend  still 
Strapless  bras  and  all 
shoulder-freedom  that  many  customers  are  wearing  straple»| 
garments  under  their  regular  daytime  clothes.  There  willl 
oe  more  strajiless  styles  in  spring’s  lines,  and  more  beautifull 
ones.  Some  of  these  will  be  wired;  most,  not.  I 

The  wired  bra  has  passed  its  heyday  of  promotion  and 
popularity.  Better  design,  featherweight  boilings,  and  fine 
elastics  are  doing  the  work  originally  done  by  wires. 

Color  Pays  Its  Way.  Color  continues  to  get  customer  ay 
plause,  especially  in  junior  merchandise,  where  white  leads, 
followed  closely  by  blue;  then  nude,  and  black.  Yello* 
remains  in  the  picture  as  a  novelty.  A  few  nianufacturen 
of  larger  women’s  sizes  have  added  white,  blue,  and  blacl 
to  lines  which  previously  offered  only  tearose.  Candy-boi 


Foundation  Styling.  The  foundation  silhouette  for  spring, 
slightly  modified  from  that  of  fall,  is  in  line  with  the  re¬ 
quirements  of  these  fashions.  Emphasis  will  remain  on  good 
waistline  molding,  but  with  gentler  indentation  of  the 
waistline  of  garments  than  in  the  past  tw’o  seasons. 

Garments  extending  three  inches  above  the  waist  now  are 
included  on  most  lines.  Hip  padding  is  out.  Some  manu¬ 
facturers  expect  to  sell  more  gannents  in  the  longer  lengths, 
since  good  thigh  control  is  indicated  with  slender  skirts. 
Other  manufacturers  believe  customers  will  continue  to 
wear  their  accustomed  length  in  garments  but  that  stores 
will  play  up  longer  lengths  as  a  fashion  feature.  The  brief 
little  “waist-slenderizer”  is  on  the  way  out,  though  resources 
will  continue  to  make  it  as  long  as  section  demand  con¬ 
tinues. 

The  high-waisted  girdle  with  the  long  brassiere  has  been 
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juniors  •  toons 


Here's  your  new  three-way  sales  and  profit  opportunity;  complete  cover¬ 
age  of  the  feminine  market  from  teens  to  juniors  to  womanhood.  Now 
Formfit,  the  brand  most  in  demand,  enables  you  to  serve  both  mother  and 
daughter— to  build  the  most  profitable  patronage  your  store  can  have- 
regular  corset  item  purchasers  from  high-school  age  on! 


—for  womanhood.  Bras,  girdles,  and  one-piece  foundations,  with 
Formfit's  exclusive  "Figure-Type”  fit  to  glamorize  every  type  of 
woman's  figure. 


— 1.  BRA  2.  PANTY  3.  GIRDLE— for  junior  figures— a  size — 
not  only  an  age!  Slimsters  like  these  feather-light,  action-right 
underfashions.  Ideal  for  your  career  and  college  shops,  as  well 
as  your  corset  department. 


BRAS/  BRIEFS/  AND  BRITCHES— for  High  Schoolers.  Newest  of 
the  Formfit  line.  Clever  and  cute  as  can  be,  with  lucky  penny 
pockets  (complete  with  lucky  penny!),  and  individually  packaged 
in  re-usable  containers.  Bobbies  are  a  “natural”  for  your  profit¬ 
able  teen-age  department. 


National  Advertising  pre-sells  these  famous  Formfit  Creations  for  you! 
See  Your  Formfit  Representative 


The  Three  •Wat!  Profit  Line— For  Womenn  •tuniore^  Teens  I 


tearo&e.  Some  resources  are  introducing  champagne  instead 
as  the  new  high-style  departure  from  “tiresome  tearose.” 
One  important  corset  resource  is  ready  to  launch  for  spring 
a  girdle  and  bra  set  in  inky  blue,  a  softly  grayed  navy,  to  tie 
in  with  a  new  color  the  French  couture  is  introducing  in 
spring  suits  and  dresses. 


Is  Black  A  Sleeping  Beauty?  Although  stores  and  the  mar¬ 
ket  consistently  treat  black  as  a  novelty  or  high  style  color 
in  corsets,  this  may  be  a  fallacy.  There  are  those  who  believe 
that  |)romoted  as  a  basic  staple  color,  esjjecially  for  fall  and 
winter,  black  could  well  be  built  into  volume.  “The  in¬ 
dispensable  l)lack  dress”  is  in  nearlv  every  .\merican  wom- 


They  Like  Them  Light  and  Lovely.  The  market  is  putting 
redoubled  effort  behind  lighter- weight  garments,  including 
tho.se  in  wcjinen’s  sizes.  There  will  always  be  a  few  larger 
women  to  whom  heavy  fabrics  and  .stout  boning  will  bt 
synonymous  with  support.  But  most  have  been  converted  to 
enthusiasm  for  the  light,  flexible  garment  which  control] 
well  because  of  its  good  design  and  fit. 

Of  course,  the  slender  figures  ca 
l.4ist  word 


merely  ounces. 

L>m  of  a  foundation  in  double  nylon  marc|uisette  and 
rweight  nylon  elastic.  No  more  than  a  wisp,  this  gar- 
still  embodies  control  and  durability.  The  manufac- 
who  is  introducing  it  in  black  over  nude  fur  holiday 
dling,  plans  to  continue  it  into  his  spring  line  in 
color  combinations  such  as  lilue  and  yellow,  and 


ness 


Store's  have  adopted  a  cautious  ordering  policy, 
and  there  can  be  no  cguarrel  with  that.  However, 
there  are  always  the  extremists  who  go  beyond  reason. 
A  well-known  manufacturer  with  a  reputation  for  a 
compact,  consistently  salable  line,  recently  showed  the 
writer  three  orders  from  the  same  store,  dated  within 
the  same  week,  each  calling  for  one  only,  of  the  same 
item,  in  different  sizes.  Obviously  that  store  is  try¬ 
ing  to  reduce  what  should  be  volume  business  to  a 
special-order  or  sample-stock  basis. 

In  refreshing  contrast  was  the  statement  of  a  very 
sound  store  merchandise  man,  who  stated,  ‘‘The  cor¬ 
set  department  is  one  department  where  I  never  let 
cold  figures  decide  me  in  passing  orders.  It’s  about 
the  only  department  where  you  simply  can’t  substitute 
merchandise  on  a  customer,  and  keep  the  customer. 
We  have  a  good  buyer  here;  she  is  here  because  she 
knows  her  business.  If  she  says  we  need  something, 
I  say  we  order  it.  If  our  stock  is  heavy  in  another 
direction,  that’s  a  separate  problem,  and  has  nothing 
to  do  with  the  order  under  consideration.”  The  same 
merchandise  man  emphasized  the  importance  of  con¬ 
centration  of  resources  as  a  necessary  corollary.  “No 
out-of-stocks,  and  no  stock  duplications:  that’s  our 
motto  for  1949.  We  will  carry'  fewer  lines,  emphasize 
well  established  brands,  and  stock  those  lines  in 
depth.” 


Corsaas,  Jr.  by  Flaxaas,  in  both 
9irdla  and  pantia  styla.  Lano  sidas, 
Lastiqua  satin  front  and  back. 
Claar-viaw  prapackaqing.  Saif- 
sarvicing  fixtura  availabla. 


"Mirada,"  tha  naw  Namo  Sansa- 
tion  from  Kops  Bros,  has  a  datach- 
abla  hook-in  crotch.  Presto — now  its 
a  panty — now  its  a  girdia,  by  just 
rafastening  tha  hooks.  Crotch  is 
individually  sized. 


Jantzan's  first  bra  features  a 
ad  knitted  Vinyon  cup  and  a 
taffeta  frame. 
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Corset  Hews 

Roimp 


Survey  Seeks  Ingredients  of  Success.  What  makes  a  Corset 
Department  click?  That’s  what  the  Corset  and  Brassiere 
Assot:iation  ot  America  has  set  itself  to  discover.  Using 
as  a  criterion  the  Controllers’  Congress  o|>erational  figures 
as  quoted  herewith,  the  corset  association  has  employed 
Dun  &  Bradstreet,  Inc.,  to  canvass  the  country  and  assemble 
a  large  group  of  department,  specialty,  and  neighborhood 
store  corset  operations  that  are  consistently  better  than  aver¬ 
age.  The  methods  of  those  departments  then  will  be  care¬ 
fully  analyzed,  by  means  of  jx;rsonal  interviews,  to  discover 
how  they  tick.  It  is  the  hope  of  the  industry  association 
that  it  can  act  as  a  clearing  house  on  methotls  leading  to 
successful  corset  department  operation. 

It  is  significant  that  the  NRDGA  figures  reveal  that  top 
performance  departments  consistently  make  a  better  than 
average  showing  on  all  counts,  not  only  in  specific  directions 
at  the  expense  of  other  phases  of  operation.  This  indicates 
that  the  elements  of  good  operation  are  closely  integrated, 
and  that  improvement  in  any  one  factor  multiplies  its 
Ijenefits  by  reflecting  in  all  related  factors. 


Dun  &  Bradstreet  may  have  contacted  your  store  by  letter 
to  ask  you  to  check  whether  your  performance  is  better  than 
average.  If  so,  your  coojjeration  will  be  helpful  to  the  retail 
industry  at  large,  and  in  return  you  will  have  the  advantage 
of  discovering  successful  methods  employed  in  other  stores 
If  you  have  not  heard  from  Dtin  &  Bradstreet,  a  letter  tn 
that  firm  addressed  to  326  Broadway,  New  York  8,  N.  Y. 
will  bring  you  the  necessary  forms  so  that  you  may  join  in 
this  mutual  undertaking.  No  store  is  asked  to  disclose  iu 
corset  operation  figures,  but  tneiely  to  designate  whether  its 
1947  operation  in  the  various  categories  more  nearly  ap 
proaches  typical  or  top  j^erformance,  and  this  information 
will  be  kept  confidential. 

Box  and  Label  Standardization,  joint  efforts  between  tht 
NRDGA  and  the  corset  iiufustry  sub-rommittee  to  achieve 
a  basis  for  standardization  of  box  dimensions  have  Itetn 
expanded  to  include  standardization  also  of  box-end  label 
infonhation.  After  a  year’s  work  in  this  direction,  tentative 
standards  have  finally  been  set  up  and  the  recommendations 
sent  to  industry  members  by  the  C>orset  and  Brassiere  .\ssoci 


The  figures  below  are  on  1947  operation,  come  from  the  1948  edition  ot  the  Departmental 
Merchandising  and  Operating  Results,  published  by  the  Controllers'  Congress,  NRDGA. 
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I  You  are  cordially  i 
|)  he  present  in  ^laiden 
;  New  York  showrooms 


or  as  soon 


you  can 


"*7 here  is  a 


New  York  •  Chtcago  •  Daitae  •  Lot  Angel 


ation  ot  America.  Returns  are  practically  complete  at  this 
writing,  and  it  is  exj)ected  that  the  standard  dimensions  and 
labels  shortly  will  be  adopted  unilormly  throughout  the 
industry. 

The  expectation  is  that  more  convenient  and  more  sightly 
stock-keeping  will  be  possible  in  stores,  and  that  the  stand¬ 
ardized  garment  intormation  will  be  of  incalculable  aid  to 
salespeople  in  selecting  appropriate  garments  for  their  cus¬ 
tomers. 

Problem  of  Customer  Returns.  In  a  recent  release  to  its 
membership.  The  Formfit  Institute  analyzed  the  subject  of 
customer  returns  in  the  corset  department,  pointing  out 
that  in  recent  years  these  returns  have  appeared  to  be  a 
less  serious  problem  than  they  actually  have  been.  Using 
the  1948  Harvard  Report  figures  as  a  basis,  the  release  states 
that  the  rising  cost  of  doing  business  boosted  the  total  ex¬ 
pense  per  store  transaction  from  67  cents  in  1939  to  $1.11 
in  1947.  Each  store  return  in  1947  thus  represented  a  loss 
of  |1.11,  without  taking  into  consideration  the  cost  of  the 
complex  accounting  adjustments  entailed  by  each  individ¬ 
ual  return. 

Translating  this  average  loss  of  SI. 11  into  potential  con¬ 
structive  investment,  the  Institute  reminds  its  member  de¬ 
partments  that  the  hypothetical  corset  department  in  ques¬ 
tion  could  have  enjoyed  twice  as  much  advertising,  or  em¬ 
ployed  25  per  cent  more  salespeople  for  the  money  involved 
in  its  customer  returns. 

The  Formfit  Institute’s  analysis  of  20,000  corset  depart¬ 
ment  transactions  revealed  these  significant  facts: 

Out  of  every  100  bras  sold  5.5  were  returned 

“  girdles  sold  7.9 
“  corsets  sold  14.0 

.  “  foundations  sold  8.0 

An  analysis  of  the  reasons  given  for  the  returns  proved 
that  nearly  two-thirds  were  due  either  to  non-fitting  or 
incorrect  fitting. 

Returns  proved  to  have  been  almost  four  times  as  great 
on  garments  that  had  not  been  fitted,  with  the  proportion 
much  higher  on  corsets  than  on  any  other  garment  type. 

Support  for  Good  Taste  in  Advertising.  major  part  of 
retail  foundation  garment  advertising  originates  with  the 
corset  industry,  whose  consistently  high  level  of  good  taste 
is  worthy  of  commendation.  Because  “it’s  all  in  the  family,’’ 
trade  advertising  tends  to  be  somewhat  more  informal  as 
well  as  more  commercial,  but  on  the  whole  the  standards 
of  good  taste  have  been  res|3ected  in  this  category  as  well. 

However,  within  recent  months,  a  series  of  trade  adver¬ 
tisements  employing  repellent  copy  prompted  the  executive 
vice-president  of  the  Corset  and  Brassiere  .\ssociation  of 
.\merica  to  dispatch  to  certain  trade  media  editors  a  letter 
of  protest.  It  is  gratifying  to  learn  that  many  of  the  maga¬ 
zines  immediately  responded,  thanking  that  association  for 
the  constructive  comments. 

The  Corset  and  Brassiere  .\ssociation’s  letter  is  herewith 
quoted  in  part: 

“Good  taste  is  a  difficult  text  .  .  .  Over  the  years  we  in 
this  industry  have  thought  up  many  wise  cracks  about  our 
products  which  we  rejected  because  they  were  in  poor  taste 


NON-FITTING 

or 

INCORRECT  FITTING 

ms  P£SPOA^S/Bl£  FOR. 
AIMOST  Vs  OF  me  RFTtJRUs! 


61.3% 

WRONG  SIZE 
TOO  SHORT 
TOO  UON® 

TOO  LOOSE 
TOO  TIGHT 
TOO  H6AVY 
TOO  LIGHT 
UNCOMFORTABLE 


Part  of  the  Formfit  Institute's  findings  on  returned  goods. 
Fitting  is  the  nnsu’er  to  two-thirds  of  the  problem. 


The  Budget  Department’s  Role 

Key  industry  spokesmen  believe  that  the  time  is 
opportune  for  retail  stores  to  re-estahlish  their  base¬ 
ment  corset  departments  which  may  have  had  to  be 
discontinued  during  recent  years.  With  consumers 
feeling  the  pinch  of  rising  living  costs,  many  of  them 
must  of  necessity  forego  the  purchase  of  needed  foun¬ 
dations  because  the  upstairs  department  price  levels 
are  out  of  their  class.  There  is  no  valiil  reason  why 
an  upstairs  saleswoman  should  not  he  in  a  position  to 
refer  such  customers  to  the  downstairs  store,  rather 
than  have  them  take  their  trade  to  a  competitor,  a 
chain  store,  or  a  mail  or«lcr  house. 

It  must  be  remembered,  however,  that  these  poten¬ 
tial  budget  customers  in  recent  years  have  acquired 
new  standards  of  corset  department  service  through 
their  upstairs  shopping.  Ample  fitting  rooms,  attrac¬ 
tive  merchandise  displays,  fashion-wise  salespeople, 
and  efficient  fitting  service  are  as  important  to  the 
haseiiient  department  today  as  to  its  upstairs  counter¬ 
part.  Failure  to  supply  such  basic  services  to  those 
who  shop  in  the  lower  price  brackets  now  is  sure  to 
alienate  customers  from  the  store. 
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The  bra  that  s  upper¬ 
most  in  your  customers' 
minds— because  it's  the 
bra  that's  most  widely 
advertised! 


the  BRA... 

with  highness  and  roundness 

. separation  and  LIFT. 

All  look  like  nature's  GIFT. 


Your  customers  see  this 
ad  in:  ^ 

UFE 

MADEMOISELLE 

N.  Y.  TIMES  MAGAZINE 

GUMOUR 

HUNTER  SCREEN  UNIT  / 
TRUE  CONFESSIONS 
IDEAL  WOMEN'S  GROUP 
MODERN  SCREEN. 

THIS  WEEK  MAGAZINE 
CHARM 

143  NATIONAL  NEWSPAPERS 

and  come  to  your  store 
to  buy  Flexaire. 


Buy  a  wardrobe  of  FLEXAIRE  BRAS 
You'll  look  lovelier,  more  alluring. 


Insist  on  genuine 


artistic  foundations,  Inc. 

417  FIFTH  AVENUE,  NEW  YORK  16,  N.  Y. 


.  .  .  If  I  could  lay  before  you  a  collection  of  the  advertise-  correlated  selling,  and  advertising  methods  are  among  thJ  Tr«" 
ments  which  have  been  run  by  our  meml>ers  from  the  1870’s  subjects  which  will  be  covered.  NRDGA’s  chairman  of  tetit 
until  totlay,  it  would  be  constructive  proof  that  our  Indus-  board.  Jay  D.  Runkle,  will  be  one  of  the  speakers.  I  taile 
try  has  always  tried  to  be  in  step  with  the  changing  standards  Through  a  committee,  the  corset  industry'  currently  i|i  stocl 
of  each  generation  .  .  .  Leaders  in  the  fashion  field  are  investigating  various  considerations  connected  with  tht^  disc 
entitled  to  know  our  reaction  (to  the  phraseology  under  possible  establishment  of  an  industry-sponsoretl  trainin|t|  ' 
discussion— Ed.)  and  our  silence  might  be  interpreted  as  course  for  fitters  and  salesjreople.  Many  complexities  aitl  ing: 
evidence  that  we  are  indittereni  to  or  even  condone  such  involved,  which  can  not  easily  be  disjxrsed  of.  A  consider  f  repr 
language.  I  felt  that  as  the  publisher  of  a  magazine  which  able  investment  would  be  required,  and  the  industry  rightIvE  fine 
cairies  news  about  our  industry  you  would  be  interested  t(»  is  determined  that  if  such  a  program  is  undertaken,  objet  I  stam 
know  that  our  members  fear  that  such  phrases,  if  repeated  tives  must  be  clear-cut,  retailer  (ooperation  must  be  av  iden 
or  imitated,  would  curtail  the  acceptance  of  advertising  and  sured,  and  training  methods  must  be  the  ultimate  in  effici  rics 
articles  about  our  products.”  entry.  No  s|)ecific  action  can  be  looked  for  within  the  next  offet 


New  Directions  in  Industry  Training.  On  October  26  and 
27,  The  Formfit  Co.  will  hold  its  first  clinic  for  merchandise 
managers,  in  the  .Stevens  Hotel.  C^hicago.  Registration  has 
been  encouraging,  and  indicates  an  awareness  on  the  part 
of  merchandise  men  that  their  understanding  of  the  corset 
department’s  problems  is  inadequate.  Market  analysis,  fig¬ 
ure  and  garment  types,  stcnk  control,  tlepartment  layout. 


six  months,  say  iiulustry  representatives.  desi| 

men 

California  Market  Week.  Space  has  been  reserved  at  the  man 
.\lexandria  Hotel,  Los  Angeles,  for  the  Fourth  C'.alifomu  Ame 
(Dorset  and  Brassiere  Show  on  January  16  tcj  19,  according  mad 
to  officials  of  the  Los  Angeles  Trade  Fair,  Inc.,  in  chargi  si 
of  the  management  of  the  showing.  It  is  exjx'cted  tha:  and 
about  one  hundred  firms  will  exhibit.  livci 


Above,  sclenlific  prenetal  maternity 
support.  At  ri9ht,  a  scientific  qar- 
ment  designed  for  general  support 
and  posture  improvement.  S.  H. 
Camp  &  Co. 
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ff^nsUtions  from  the  French.  Fran- 
cctte  Coi|M)ration  plans  to  offer  re¬ 
tailers  ail  <»piK>rtunity  this  spring  to 
itock  fine  French-inspired  merchan¬ 
dise  in  the  original  imported  materi¬ 
als,  with  the  privilege  of  reorder.  Dur¬ 
ing  a  recent  trip  abroad,  the  brancette 
representative  bought  a  selection  of 
hne  French  garments  with  the  under- 
lending  that  they  might  be  copied  in 
identical  iin|K>rted  fabrics.  The  fab¬ 
rics  then  were  actpiired  also.  As 
olferttl  to  the  .\merican  retailer,  the 
design,  fabric  and  detail  in  the  gar¬ 
ments  will  lie  French;  the  fit,  work¬ 
manship,  findings  and  linings  will  l>e 
American,  as  the  garments  will  Ixe 
made  in  the  firm’s  .American  factory. 
A  store  may  stock  in  a  limited  way 
and  lie  assured  of  getting  regular  de¬ 
livery  on  reorders,  a  service  never  |>os- 
sible  when  actual  im|Kjrts  were  pur¬ 
chased  abroad.  The  group  features 
full-fashioned  elastics  and  beautiful 
trimming  details.  Each  garment  will 
liear  the  firm’s  imfxirt  label. 

Jantzen  Uses  Vinyon  in  First  Bra.  i  he 
first  brassiere  to  be  put  out  by  Jantzen 
Knitting  .Mills  also  introduces  the  first 
foundation  garment  use  of  Vinyon,  a 
plastic  vinyl  resin,  in  the  form  of  a 
sheer  knitted  fabric,  molded  to  sha|je 
for  the  seamless  bust  cup.  Possessing 
a  strength  between  that  of  rayon  and 
that  of  nylon,  it  has  inherent  dimen¬ 
sional  stability,  is  warm  to  the  touch, 
unaffected  by  water,  and  even  more 
quick  to  dry  than  nylon.  Like  nylon, 
the  plastic  will  not  withstand  exces¬ 
sive  heat.  When  new  the  brassiere  cup 
has  a  texture  much  like  that  of  a  soft 
chintz  glaze;  however,  after  two  or 
three  washings  the  slight  crispness  of 
finish  disappears.  This  tyjje  of  bust 
cup  can  not  be  altered,  and  correct 
fitting  of  the  garment  is  essential. 

Fused  Underbust  Lining  in  Model  Bras. 

In  a  new  brassiere  by  Model  Brassiere 
Co.  the  supporting  underbust  lining  is 
[Jermanently  fused  to  the  bust  cups, 
and  the  stitching  employed  is  merely 
decorative.  Washing  has  no  effect  on 
the  fusing  material,  which  gives  slight 
additional  body  to  the  lining  and  in¬ 
creases  the  uplift  support.  Model’s 
entire  line  soon  will  have  this  feature, 
including  the  numbers  in  light  sum- 
•ner  fabrics. 


here’s  something 

you  must  see . . . 


incomparable 

CONTROLEUR 


We’ll  be  delighted 
to  show  you  our  new 
Smoothie  and  Smoothie 
COiVTROLEUR  numbers  . .  . 
and  we’re  looking  forward  to  Corset  Week 
for  just  that  opportunity! 

The  outstanding  acceptance  accorded  our  showing  of 

these  popular  garments  has  been  most  gratifying. 
It  convinces  us  as  nothing  else  could, 
that  the  basic  policy. behind  Smoothie 

girdles  and  foundations  is  good  and  sound, 
and  that  fine  design  and  workmanship 
create  their  own  reward. 


The  CONTROIEUR  Back 


Do  plan  to  come  to  our  Showroom  during  the  week  of 

November  8th 


THE  STROUSE,  ADLER  COMPANY, 

New  Haven  7,  Connecticut, 

New  York  Showroom,  330  Fifth  Avenue 
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Passers-by  were  transported  straight  into  fairyland  by  A.  Harris  &  Com. 
pony's  group  of  exquisite  windoivs  depicting  The  Story  of  Sleeping  Beauty. 


Christmas  Promotions 

(Continued  from  page  21) 

a  cross  section  of  gifts  from  the  whole 
store.  The  fashion  displays  through¬ 
out  the  departments  were  specially  de¬ 
signed  to  intrigue  the  visitors.  The 
climax  of  the  evening  was  the  fashion 
show  held  in  the  store’s  Designer 
R(X)ms,  with  chairs  arranged  three 
deep  to  accommodate  five  hundred 
men.  A  local  radio  celebrity  acted  as 
commentator,  and  the  models  moved 
about  informally  among  the  guests. 


Men  who  wanted  to  make  purchases 
were  permitted  to  do  so  on  the  spot,  al¬ 
though  selling  effort  was  not  encour¬ 
aged.  .\fter  the  show,  the  men  were 
free  to  wander  through  the  store,  un¬ 
molested  by  salespeople.  It  was  ob¬ 
served  that  men  guests  particularly 
enjoyed  being  conducted  by  their  mas¬ 
culine  hosts  (store  executives,  etc.)  in¬ 
to  Bridal  rooms,  the  Design  Shop  fit¬ 
ting  rooms,  back  scenes  in  the 
intimate  Apparel  Department,  and 
throughout  the  fashion  floors— por¬ 
tions  of  the  store  most  had  never  seen 
l)eiore.  So  successfid  was  this  event 


The  immortal  “Let. 
ter  to  Firginia”  was 
appealingly  used  in 
an  institutional  ad 
by  J.  N.  Adam. 


that  Thalhimer’s  plans  to  make  theL 
affair  an  annual  institution.  ^ 

Making  the  Most  of  Santa  ^ 

Year  in,  year  out,  the  jolly  old  fel¬ 
low  with  the  whiskers  outclasses  all 
competition  for  appeal  to  the  little 
folks.  Santa  is  accustomed  to  multi¬ 
plying  himself  by  a  million  so  that 
among  other  activities  he  may  sit  en¬ 
throned  in  stores  around  the  world. 
But  imaginative  merchants  have  add 
ed  a  few  new  ideas  to  his  bag  of  tricks. 

M(Klern  sky  traffic  being  hard  on  ■ 
the  nerves  of  reindeer,  it’s  cpiite  thet 
thing  now  for  Mr.  Claus  to  arrive! 
by  plane,  be  ceremoniously  met  byi 
city  officials  at  the  airport  in  the  pres- 1 
ence  of  a  large  segment  of  the  juve-| 
nile  community,  and  then  escorted  I 
through  the  city  streets  to  the  accom¬ 
paniment  of  brass  bands  and  a  parade 
of  inflated  balloon  characters,  arriving 
with  final  fanfare  at  the  store  that  ha> 
captured  his  season  reservation. 

By  arrangement  with  the  Ford  [ 
.Motor  Cio.,  Gimbel’s,  Philadelphia,! 
managed  to  get  the  Ford  advertising  f 
blimp,  and  thus  to  escort  Santa  to| 
Philadelphia  the  big  way.  broad- j 
cast  from  the  blimp,  relayed  through 
the  store’s  station  and  beamed  over  a 
major  network,  announced  Santa’s  ar¬ 
rival  and  invited  the  listening  public 
to  look  aloft  and  see  the  blimp  bring¬ 
ing  Santa  to  town. 

The  merchants’  group  of  the  Pater 
son,  N.  J.,  Chamber  of  Commerce 
learned  that  His  Nibs  was  clue  to  ar 
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Ive  in  their  town  by  helicopter  with 
full  load  of  toys,  which  by  an  amaz¬ 
ing  coincidence  represented  just  what 
lid  be  found  in  Paterson  stores  at 
moment.  To  keep  public  interest 
it  a  high  level,  a  flagpole  sitter  was 
at  a  prominent  spot  to  scan 
[he  skies  and  report  when  the  expect- 
guest  helicopted  into  view. 

The  Emporium,  St.  Paul,  welcomed 
:.  Nick  with  all  the  usual  formalities 
hen  he  stepfied  from  his  plane,  and 
ifnir^di-ately  upon  his  arrival  at  the 
itorc,  his  prestige  was  put  to  work  in 
he  cause  of  community  health.  The 
Tin-iign  for  chest  X-rays  being  on  at 
ihe  time,  Santa  was  X-rayed  without 
It-Iay—a  hint  which  could  hardly  have 
Uen  lost  on  either  parents  or  chil- 
■  !itn.  He  may  have  submitted  to 
medical  attention  so  docilely  because 
Mrs.  Santa  Claus  already  was  in  the 
‘^tore,  having  arrived  two  weeks  earlier 
:o  broadcast  to  the  children  over  Sta- 
iion  XMAS,  North  Pole.  Children 
mailed  her  their  lists  of  Christmas 
Hants.  From  the  average  daily  mail  of 
letters  received,  the  four  best  were 
nilled  each  day,  and  their  young  au- 
iliors  invited  to  come  and  select  a  toy 
ns  a  prize.  Santa  answered  every  let- 
iir,  of  course,  and  it  is  certain  that 
i\i  n  if  parents  did  not  see  the  letter 
*0  .Santa,  they  got  in  on  the  details  of 
'Ik‘  reply. 

^  j.  N.  Adam  &:  Co.,  buffalo,  wel¬ 
comed  Santa  with  “A  .Mammoth 
piirthful  Than  ksgiving  Parade,” 
\vhich  brought  more  than  a  hundred 
ilxiiisaiul  persons  out  onto  the  Buffalo 
Miects  to  see  it.  At  the  nearby  airport 
"Itere  he  landed  in  a  specially  built 
’lelicopter  sleigh,  Santa  transferred  to 
-I  snow-white  float  drawm  by  white 
leindeer,  and  was  escorted  storeward 
i)y  helium-inflated  characters  from 


fairyland.  Mother  Gtx>se,  and  the 
(omic  strips.  Crippled  and  orphaned 
children,  the  guests  of  honor  at  this 
event,  saw  the  parade  from  a  special 
reviewing  stand. 

.\  particularly  fine  feature  of  the 
parade  was  the  collection  of  gifts  for 
less  fortunate  children  in  other  parts 
of  the  world.  Each  child  attending 
the  parade  was  asked  to  bring  along  a 
package  of  wearing  apparel,  wrapp>ed 
for  mailing  and  labeled  as  to  whether 
it  was  for  boy  or  girl,  with  size,  and 
any  other  pertinent  information.  For 
each  such  package,  the  store  also  con¬ 
tributed  a  box  of  candy  and  a  toy. 
A  fleet  of  trucks  manned  by  jolly 
clowns  collected  these  contributions 
along  the  line  of  march.  The  response 
was  heart-warming:  40,000  packages 
were  collected.  Surely  a  living  exam¬ 
ple  of  the  age-old  admonition,  “Good 
will  towards  men.” 

All  over  England  the  newspapers 
carried  the  story  of  the  gift  collection. 
J.  N.  Adam’s  files  are  packed  with  news 
clippings  and  photos  of  the  gift  dis¬ 
tribution,  which  was  carried  on  by  the 
Women’s  Volunteer  .Service.  One 
newspaper  said:  “It  is  a  great  pity  that 
all  those  boys  and  girls  in  Buffalo  and 
the  executives  of  J.  N.  Adam  &  Co. 
could  not  have  been  present  at  the 
ceremony.  The  sight  of  the  expres¬ 
sion  on  those  rapt,  young  faces  would 
have  more  than  repaid  them  for  their 
very  great  generosity.” 

Kresge,  Newark,  played  host  to  20 
orphans  from  a  nearby  orphanage  at 
the  event  of  Santa’s  arrival.  With  a 
few  girls  from  the  store,  these  children 
climbed  aboard  a  38-foot  decorated 
float  which  conveyed  them  to  Pennsyl¬ 
vania  Station,  Newark,  where  they 
formed  the  welcoming  committee  that 
escorted  Santa  to  his  headquarters  at 


“Kresgeville.”  Then  in  a  hospitable 
turnabout,  Santa  acted  as  host  and 
chief  entertainer  at  a  luncheon  party 
for  the  children,  who  returned  to  the 
orphanage  laden  down  with  toys, 
noisemakers,  balloons,  and  happy 
memories.  A  nice  homey  touch  for 
Santa  was  a  realistic  artificial  snow¬ 
storm  which  greeted  him  upon  his 
arrival  at  the  store.  White  confetti 
blown  through  upstairs  windows  of 
the  store  made  a  very  pleasant  little 
blizzard  and  put  everyone  in  a  gay 
Christmas  mood. 

Last  year,  “Luncheon  with  Santa” 
was  an  exciting  daily  feature  at 
Kresge’s.  The  party  room  could  ac¬ 
commodate  only  100  at  a  time,  so  at¬ 
tendance  was  by  advance  reservation 
only,  and  reservations  were  at  a  pre¬ 
mium.  The  menu  was  set,  and  the 
price  for  a  parent  and  child,  $1.49,  in¬ 
cluded  balloons,  a  ride  on  the  toy  de¬ 
partment’s  railroad,  “The  Broadway 
Limited,”  and  a  birthday  cake  if  the 
child  happened  to  be  having  a  birth¬ 
day. 

This  store  was  one  of  several  that 
capitalized  on  Santa’s  presence  at  the 
opening  of  new  escalators.  In  this  in¬ 
stance  he  made  the  first  seven-flight 
trip  in  company  with  the  store’s  gen¬ 
eral  manager,  after  participating  in 
the  ceremony  of  cutting  the  ribbon. 

Stix,  Baer  &  F'uller,  St.  Louis,  played 
its  traditional  role  of  .Santa  to  4,000 
orphaned  and  underprivileged  chil¬ 
dren  in  the  St.  Louis  area.  Two  trav¬ 
eling  caravans  of  entertainers,  accom¬ 
panied  by  Santa  himself,  visited  ten 
different  social  service  hospitals  and 
homes,  with  gifts  individually  marked 
for  every  boy  and  girl.  This  pattern 
of  taking  .Santa,  his  gifts  and  his  en¬ 
tertainment,  direct  to  the  children, 
rather  than  bringing  the  children  to 


public 
bring- 


^  I  This  sketch  of  Santa  and  his  reindeers  appeared  in  advertising  and  promotion  pieces  of  the  Emporium,  St.  Paul. 
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COPY  AD  LAYOUTS 

Quickly,  Economically 


with  Portagraph 


Send  them  to  department  heads  for  approval 
or  to  newspapers  for  typesettinK  .  .  .  use 
them  to  make  color  separations  for  over¬ 
prints— whenever  you  need  to  duplicate  an 
original  layout  in  part  or  in  whole,  you'll 
find  Portagraph  photocopies  faster  and 
more  economical.  They  eliminate  tracings, 
free  your  artists  for  creative  work. 

With  Portagraph  you  can  make  up  to  60 
copies  an  hour  of  any  kind  of  drawing, 
photograph  or  printing  on  paper  of  any 
weight  or  color.  Each  photocopy  is  an 
exact  facsimile,  yet  costs  only  a  few  cents. 
And  anyone  can  operate  Portagraph  with¬ 
out  previous  experience.  No  darkroom  re¬ 
quired. 

Write  for  free  descriptive  folder.  Room 
163.  Photo  Records  Div.,  315  Fourth  Ave., 
New  York  10. 

rOR  GIERUR  BUSINESS  EFFICIENCY-USE  PHOTOGRAPHY 


for  more  efficient 

ALTERATION 

and  workroom 
operation  .  .  .  . 


G.  J.  MARDER  | 
&  ASSOCIATES 

Consulting  Engineers 

4403  Shgridan  Road,  Chicago  40,  III. 
Talaphona  —  Edgawatar  5112 


the  store,  won  the  approval  ot  welfare 
administrators  and  the  applause  of  the 
press. 

The  33rd  Street  corner  window  of 
Giinbel  Brothers,  New  York,  was  a 
popular  center  of  juvenile  attention 
in  that  area  last  year.  Heralded  by  the 
sounds  of  pattering  reindeer  hoofs  and 
the  jingling  of  harness  bells,  at  inter¬ 
vals  a  live  Santa  popjied  out  of  a  roof¬ 
top  chimney  in  the  wintlow,  and  by 
means  of  a  loud  speaker  system  talked 
direct  to  the  waiting  children  outside. 

In  .\tlanta,  Davison  Faxon’s  Santa 
met  five  thousand  of  his  little  friends 
at  a  local  theater  and  gathered  their 
lists  of  wanted  presents.  .\  one-hour 
showing  of  cartoons  and  comedy  on 
the  screen  climaxeil  a  special  enter¬ 
tainment. 

Toyland  Magic 

In  most  stores  the  Christmas  excite¬ 
ment  is  at  its  peak  in  the  toy  tlepart- 
ment,  which  is  as  it  should  be— and  as 
it  is  made  to  be  by  concentrating  the 
store’s  efforts  at  that  strategic  spot.  In 
addition  to  Santa,  who  is  shown  in 
various  situations,  from  sitting  god¬ 
like  on  a  gilded  throne  to  ruling  as 
Mayor  ol  his  town  ol  Santaville  (as  at 
G.  M.  McKelvey,  Youngstown,  Ohio), 
other  characters  beloved  by  children 
take  their  share  of  the  promotional 
responsibility.  Magicians,  fairytale 
and  Mother  Goose  characters,  Disney 
cartoon  stars,  and  even  favorites  from 
the  comic  strips,  add  to  the  magic-mak¬ 
ing  in  Foyland. 

Many  stores  had  railroads  last 
Christmas,  with  rides  either  “for  free,’’ 
or  at  a  small  charge  per  child.  One 
store  took  in  S2200  from  its  railroad 
at  10  cents  per  trip.  Very  popular  too 
were  the  merry-go-rounds  which  some 
toy  departments  installed  as  a  new  at¬ 
traction  to  their  young  friends. 

In  one  case,  a  magic  television  set 
produced  give-away  articles  for  the 
children.  And  of  course,  there  was  the 
usual  quota  of  mail  boxes  and  of  di¬ 
rect  phone  lines  to  Santa. 

Rhodes  of  Seattle  used  one  little 
idea  that  packed  a  terrific  punch.  For 
97  cents  a  doting  father  or  mother 
could  have  a  non-breakable  record 
made  of  the  child’s  talk  with  Santa. 
Such  a  record  is  sure  to  be  treasured 
through  the  years,  and  brought  out 
annually  to  be  played  back  as  part  of 
the  family  Christmas  celebration. 


Just  about  the  last  word  in  To\ 
lands  was  that  of  Brown-Dunkm 
Tulsa,  which  had  plans  calculated  to 
overwhelm  the  toy  department  span 
within  the  store.  So  the  entire  Toy. 
land,  right  down  to  the  last  doll  and 
scooter,  was  moved  over  to  their  big 
warehouse  several  blocks  away,  where 
the  entire  main  floor  was  tlevoted  to 
merry-making  and  sales-making.  Free 
bus  service  between  store  and  ware 
house  was  provided  on  a  fifteen-min 
ute  schedule.  The  bus,  rented  from 
the  Tulsa  Lines,  and  painted  in 
Christmas  colors,  was  a  moving  ad  that 
would  have  been  hard  to  miss.  The 
store  also  leased  a  sizable  parking 
space  near  the  warehouse,  so  that  m 
tomers  might  have  convenient  two 
hour  parking. 

Grab  Bag  of  Good  Ideas 

Marshall  Field,  Chicago,  corielatw 
a  six-front  campaign  (newspaper  adi 
in  black  and  white  and  in  color,  radii 
broatlcasts,  window  displays,  interio: 
displays,  direct  mail)  around  Unck 
■Mistletoe,  an  elfin  character  original 
ed  and  copyrighted  by  the  store,  whj 
served  as  Santa’s  ambassador  and  j 
Field’s  master  of  Christmas  tereiut- 
nies.  T'he  main  store’s  newspapt: 
campaign,  both  merchandise  ami 
institutional,  stressed  the  slogan 
“Christmas  Isn’t  Christmas  Withoui 
a  Day  at  Field’s.”  The  three  sulrurbar 
stores  used  as  their  slogan:  “Christina 
Is  just  Around  the  Corner  at  .Marshal: 
Field  &  Company.” 

Sibley,  Lindsay  &  Ckirr  Co.,  Rotht^ 
ter,  N.  Y.,  decorated  their  main  llooi 
with  sixteen  magnificent  life-si/: 
medieval  figures  made  locally  I 
skilled  European  artists  established  in 
the  area.  One  of  the  figures  was  repiv 
duced  in  color  photography  on  the 
cover  of  the  store’s  rotogravure  cam 
log  mailed  early  in  November  to  150, 
000  customers.  Logotypes  of  the 
tires  also  were  used  in  newspaper  ad' 

In  a  series  of  beautifully  exetutoi 
windows,  A.  Harris  &  Company  C' 
Dallas  dramatized  the  story  of  Sleep 
ing  Beauty,  with  settings  and 
in  miniature,  but  with  life-size  modeu 
of  children  in  the  foreground  leadin: 
the  story  continuity  from  large  opec 
books.  Harris’  handsome  gift  catalog 
devoted  its  single  full-color  tenW 
spread  to  merchandise  too  infrequen 
ly  dramatized  at  Christmas,  showim 
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'I'-Sqiiare  Tom,  tlie  architect,  was  on  a  short  vacation; 
he  wanted  |)eace  and  cjniet,  and  stnne  friendly  relaxa¬ 
tion.  “I’m  tired  ont  and  without  «loubt  it’s  here  I'll 
find  a  rest;  at  Hotel  Pennsylvania,  where  I  really 
am  a  guest!’’ 


^  He  got  a  Pennsylvania  r(M>in  with  sunlight  streain- 
>•  ing  in,  with  comfy  chair  and  radio  .  .  .  his  frown  was 
s<K)n  a  grin.  At  last  he  said:  “I’ll  try  the  IhhI,  my  joints 
are  all  a-jangle.  Eight  hundred  built-in  springs  and 
more  will  ease  each  aching  angle.’’ 


I  All  rested  from  a  gocxl  night’s  sleep,  Tom  had  his 
'#  morning  scrub.  “Oh,  wondrous  is  the  water  hot  in 
Pennsylvania’s  tub.  What’s  more,’’  he  cried,  “I’m 
well  supplied  with  .soap  and  snowy  towels;  my  blues 
are  gone,  I’m  feeling  great,  excuse  my  happy  howls!’’ 


^  At  breakfa.st  'I'-Scpiare  'Fhomas  |>olished  off  enough 
•  for  two.  The  tasty  focal  was  so  darn  good  he  hated 
to  get  through.  “With  meals  ahead  like  this,’’  he  .said, 
“I  surely  won’t  get  thinner,  so  I’ll  go  now  —  but  I’ll 
lie  bac’k  for  hincheon  and  for  dinner! 


.  hotel 
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■  “This  Hotel’s  sure  the  place  to  stay,’’  grinned  Tom, 
•  “and  one  thing  more — the  business  district,  shops, 
and  shows  are  close  to  its  front  door.  I’ve  got  to  fly, 
but  I  will  cry  to  everyone  I  see  —  the  Hotel  Pennsyl¬ 
vania’s  bound  to  suit  vou  to  a  *'1“!’’ 


DIRICT  UNDIRGROUND  PASSAGI 
FROM  PINNSYLVANIA  STATION 

P.  S.  Now  you  can  make  your  reservations  by  teletype! 
Complete  teletype  service  is  now  in  operation  in  every 
Statler  Hotel.  For  immediate  replies,  without  uncer¬ 
tainty,  use  the  teletype*  service  near  yon. 
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four  table-settings,  each  featuring  a 
colored  table  cloth,  a  china  pattern,  a 
glassware  pattern,  and  suitable  silver. 
This  store’s  gift  counsellor  booklet, 
convenient  pocket  size,  listed  235 
items  suitable  for  Christmas  giving, 
and  provided  alongside  of  each  a  line 
for  the  customer  to  write  in  the  name 
of  the  person  for  whom  she  intended 
to  buy  the  article.  The  sprightly  cover 
featured  trick  poodle  dogs  balancing 
candy  canes  on  their  noses— the  same 
cover  idea  appeared  on  the  catalog, 
too.  rhe  store  used  a  very  convenient 
order  form,  which  folded  over  to  make 
its  own  self-addressed  envelope. 

Gertz,  Jamaica,  L.  I.,  put  out  a  very 
fulsome  little  gift  guide  measuring 
only  5"  X  7",  with  a  Currier  and  Ives 
winter  skating  scene  as  cover  decora¬ 
tion,  and  with  a  center  spread  in  color 
photography  devoted  to  perfumes  and 
jewelry  against  a  sky-blue  background. 

With  a  cute  play  on  the  letters  SBF, 
Stix  Baer  &  Fidler  promoted  the  store 
with  the  slogan  “Santa’s  Best  F’riepd.’’ 
The  exterior  of  the  store  was  decorat¬ 
ed  with  giant  jjeppermint  sticks  and 
lollypops  in  snow-filled  boxes.  One  of 


the  large  windows  featured  a  gigan-  second 
tic  Santa,  comfortably  settled  in  his 
lied,  singing,  “I’m  Dreaming  of  a  dramatic 
White  Cdiristmas,”  to  the  accompani¬ 
ment  of  lyre  and  harp  played  by  in¬ 
fant  angels.  The  music,  fed  through 
a  public  address  system,  was  clearly 
audible  to  all  passers-by. 

Fhere  was  music  inside  the  build¬ 
ing,  too.  group  of  well-known  pro¬ 
fessional  musicians  dressed  in  English 
costumes  of  the  (diaries  Dickens  peri¬ 
od,  circidated  throughout  the  entire 
store,  singing  traditional  English  and 
early  .Vmerican  t  arols,  to  a  self-accom¬ 
paniment  of  violin,  accordion,  clari¬ 
net,  and  bass  viol. 

I'his  same  store  went  to  town  with 
a  special  demonstration  of  gift  wrap- 
ping  techniques  held  every  morning 
and  afternoon  for  the  week  preceding 
Cdiristmas.  All  of  the  wrapping  ma¬ 
terials  featured  by  the  experts  were 
available  for  purchase. 

Simple  and  smart  was  (i.  M.  .Mc- 
Kelvey’s  exterior  trim— just  two  wide 
star-spangled  bands,  horizontal  and 
vertical,  crossed  and  bow-tied  above 
the  entrance  door,  with  a  giant  tag 
proclaiming  .McKelvey’s  “The  .Most 
Exciting  Ghristmas  "ackage  Ever 
Opened.’’ 

J.  L.  Hudson,  Detroit,  devoted  a 
series  of  windows  to  the  theme, 

"Christmas  in  Many  Lands,”  and 
Maison  Blanche,  New  Orleans,  had  a 
window  series  featuring  the  meaning 
of  the  various  Symbols  of  Christmas. 

Bonwit  Teller,  New  York,  for  the 


year,  gave  over  its  entire  bi| 
tery  of  Fifth  Avenue  windows  to  til 
presentation  of  vario  .|i 
brands  of  jierfume,  the  spirit  of  ea(i! 
being  personified  in  an  exquisi-l 
tableau.  ' 

The  opening  of  the  new  Baby  Sho  r 
at  Bowman’s,  Harrisburg,  Pa.,  wat 
appropriately  tied  in  with  Christni.; 
by  the  slogan,  “If  It’s  a  (iift  for  Bab\ 
You’ll  Find  It  at  Bowman’s.”  Thedt 
jiartment’s  “Global  Service”  \va> 
etjuipjx.>d  to  dispatch  baby  inercha!' 
ilise  to  any  part  of  the  world. 

(Capitalizing  on  the  popularity  of , 
timely  movie  and  best-seller  bookj 
.Macy’s,  New  York,  informed  all  pavj 
sers-by,  through  its  window  inessagtr 
Is  The  .Miracle  Oi* 
Street.”  Macy  liiigeiK^ 
windows  featured  white  Chrislna 
trees  and  snow  maidens  against  to 
ored  backgrounds. 

“Lord  &  Taylor  Wishes  You 
\Vhite  Christmas,”  was  the  windo  j 
announcement  of  that  Fifth  .\veru,i 
Store.  White  winter  scenes  in  the  ivii' 
dows  were  viewed  through  frosty  tu  ^ 
patterns  painted  on  the  window  glas-i 
File  main  floor  interior  was  sparklintfi 
ly  white  with  a  shower  of  giant  sno  | 
crystals  suspended  from  the  ceilin;ij 
(Lord  &  Taylor  got  its  wish!  Th| 
Christmas  blizzard  beat  that  of  ’88).  I 
Christmas  shopping  was  iiiadi 
easier  for  mothers  by  Falk’s,  Boiscf 
Idaho.  For  children  from  two  to  eigf ; 
years,  “parking  facilities”  were  pros 
vided  in  the  form  of  a  nurseni 
equipped  with  slides,  wheel  toys  an  : 
other  juvenile  attractions.  forint:, 
teacher  was  in  charge  to  see  that  ai  j 
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Plus  Values 


pilm-a-record 

TO  MICRODEX 


YOUR  RECORDS 


ran  smoothly  while 
shoppied  in  unaccustomed  peace,  j 
But  we’ve  saved  one  of  the  best  tii  j 
last— and  sometimes  the  best  thlnii' 
don’t  cost  more  than  a  few  nickels.  Fo: 
instance,  consider  the  kindly  gesture 
of  the  merchants  of  Wilmington,  Del  i 
ware,  who  employed  Santa  to  go  upj 
and  down  the  streets  in  the  shopping; 
district,  thoughtfully  dropping  J 
nickel  in  each  parking  meter  tha:! 
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98%  saving  in  filing  and  floor  space. 
Assured  record  protection  and  permanence. 


•  You  control  the  operation  and  inspection  of 
every  phase  of  your  microfilming. 

•  You  find  micro-records  faster  than  originals. 

•  Your  micro-records  are  certified  for  possible 
use  as  legal  evidence. 

•  Your  present  filing  system  is  permanently 
paralleled  on  film. 

•  Your  micro-records  incorporate  controls  de¬ 
signed  to  prevent  misfiling. 

You  can  buy  or  rent  Film-a-record— immediate  de¬ 
livery.  The  Microdex  indexing  system  is  available 
at  nominal  cost  and  can  be  used  with  whatever  niake 
of  murofilming  machine  you  now  have.  Write  for 
our  free  bcmklets  on  Film-a-record  and  Microdex. 


rWIO  RECORDS  DIV .  ROOM  1S2.  315  FOURTH  AVE.,  N.  Y.  10 
FOR  GREATER  BUSINESS  EFFICKNCY-USE  PHOTOGRAPHY 


A.  I.  WOOD  &  COBIPANY 

121  S.  Broad  Street,  Philadelphia  7,  Pa. 
MAMn  .  OPINION  .  ATTITIOE  /^CSSaid 


October,  19T' 
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And  save  your  money!  Do  it  now  by 
minimizing  the  temptation  that  lies  before  the 
salespeople  who  are  constantly  handling  your 
cash.  It’s  simple  when  you  set  up  moral  barriers 
against  great  temptation  by  instilling  a  greater 
feeling  of  risk. 

Today,  one  of  the  big  temptations  faced  by  many 
men  and  women  is  the  one  that  accompanies  the 
handling  of  other’s  money. 

Willmark  Service  System,  with  its  nation-wide 
staff  of  permanently  employed  bonded  analysts, 
will  set  up  these  moral  barriers  by  testing  your 
salespeople. 

Willmark’s  educational  material,  store  signs,  and 
point-of-sale  fact-finding  service  can  minimize  your 
losses  due  to  irregularities  in  cash  handling.  Estab¬ 
lish  in  your  store,  now,  THE  POWER  OF  PRE¬ 
VENTION  that  will  keep  your  salespeople  from 
succumbing  to  the  human  weakness  of  temptation. 


yj\^\ 


wiUmarlc 

SERVICE  SYSTEM,  INC. 

Executive  Offices:  250  W.  57th  St.,  New  York  City 

32  Branch  Office  •  AvailaU.  in  .vwy  city  in  th.  UniiMi  State 


Willmark  Swvic  Syttam,  Inc. 

Educational  D.portm.nt 

250  W.st  57lh  St.,  Now  York  19.  N.Y. 


Please  send  me  without  obligation  a  copy  of  your 
booklet  entitled  "Willmark  in  Action”. 


Company . 


Write  today  for  your  copy  of  our  free  booklet 
entitled  "WILLMARK  IN  ACTION.’’ 


City 


State . 


of  course,  the  cash  register  is  faster.  The  speed  and  accuracy  of  modern  mechanized 
methods  of  cash-control  and  record-keeping  make  them  absolutely  essential  in  these  days 
of  mounting  operating  costs. 

Every  possible  moment  of  every  clerk’s  time  should  be  devoted  to  selling  —  not  wasted 
in  writing  records  that  could  be  made  by  machine.  National  Cash  Registers  at  every'  vital 
sales  point  make  this  possible.  This  markedly  speeds  up  service  —  “20%  more  individual 
transactions”  is  the  report  of  one  well-known  store. 

In  departments  where  transactions  frequently  involve  two,  or  more,  items;  or  where 
sales  tax  must  be  collected.  National  Itemizing  Registers  avoid  error,  save  time,  and 
please  customers.  For  their  instantaneous  accuracy  replaces  time-consuming  and 
uncertain  mental  or  penciled  arithmetic. 

.\sk  your  local  National  representative  to  check  your  present  sales  system.  He 
can  probably  show  you  some  important  sa\  ings.  Or,  w'lite  to  The  National  Cash 
Register  Company,  Dayton  9,  Ohio.  Sales  and  Service  Offices  in  over  400  cities. 
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THE  NATIONAL  CASH  REGISTER  COMPANY 


